THE  EfPECT  OF  INTERNATIONAL  TOURISM  AND 
INTERNATIONAL  COMMERCE  ON  LOCAL 
ECONOMIES  AND  SMALL  BUSINESSES 

Y  4.  SM  1: 103-72 

The  Effect  of  International  Tourisn. . . 

HEARING 

BEFORE  THE 

SUBCOMMITTEE  ON  PROCUREMENT,  TAXATION,  AND 

TOURISM 

OF  THE 

COMMITTEE  ON  SMALL  BUSINESS 
HOUSE  OF  REPRESENTATIVES 

ONE  HUNDRED  THIRD  CONGRESS 
SECOND  SESSION 


LAS  VEGAS,  NV,  MARCH  14,  1994 


Printed  for  the  use  of  the  Committee  on  Small  Business 

Serial  No.  103-72 


^-''«S»5g. 


U.S.  GOVERNMENT  PRINTING  OFFICE 
11-612  CC  WASHINGTON  :  1994 


For  sale  by  the  U.S.  Government  Printing  Office 
Superintendent  of  Documents,  Congressional  Sales  Office.  Washington,  DC  20402 
ISBN  0-16-046055-7 


THE  EFPECT  OF  INTERNATIONAL  TOURISM  AND 
INTERNATIONAL  COMMERCE  ON  LOCAL 
ECONOMIES  AND  SMALL  BUSINESSES 

M.  SM  1 ;  103-72 

rhe  Effect  of  International  Tourisn. . . 

HEARING 

BEFORE  THE 

SUBCOMMITTEE  ON  PROCUREMENT,  TAXATION,  AND 

TOURISM 

OF  THE 

COMMITTEE  ON  SMALL  BUSINESS 
HOUSE  OF  REPRESENTATIVES 

ONE  HUNDRED  THIRD  CONGRESS 

SECOND  SESSION 


LAS  VEGAS,  NV,  MARCH  14,  1994 


Printed  for  the  use  of  the  Committee  on  Small  Business 


Serial  No.  103-72 


U.S.  GOVERNMENT  PRINTING  OFFICE 
77-672  CC  WASHINGTON   :  1994 

For  sale  by  the  U.S.  Government  Printing  Office 
Superintendent  of  Documents.  Congressional  Sales  Office,  Washington,  DC  20402 
ISBN  0-16-046055-7 


COMMITTEE  ON  SMALL  BUSINESS 


JOHN  J.  LaFALCE,  New  York,  Chairman 


NEAL  SMITH,  Iowa 

IKE  SKELTON,  Missouri 

ROMANO  L.  MAZZOLI,  Kentucky 

RON  WYDEN,  Oregon 

NORMAN  SISISKY,  Virginia 

JOHN  CONYERS,  Jr.,  Michigan 

JAMES  H.  BILBRAY,  Nevada 

KWEISI  MFUME,  Maryland 

FLOYD  H.  FLAKE,  New  York 

BILL  SARPALIUS,  Texas 

GLENN  POSHARD,  Illinois 

EVA  M.  CLAYTON,  North  Carolina 

MARTIN  T.  MEEHAN,  Massachusetts 

PAT  DANNER,  Missouri 

TED  STRICKLAND,  Ohio 

NYDIA  M.  VELAZQUEZ,  New  York 

CLEO  FIELDS,  Louisiana 

MARJORIE  MARGOLIES-MEZVINSKY, 

Pennsylvania 
WALTER  R.  TUCKER  III,  California 
RON  KLINK,  Pennsylvania 
LUCILLE  ROYBAI^ALLARD,  Cahfomia 
EARL  F.  HILLIARD,  Alabama 
H.  MARTIN  LANCASTER,  North  Carolina 
THOMAS  H.  ANDREWS,  Maine 
MAXDSTE  WATERS,  Cahfomia 
BENNIE  G.  THOMPSON,  Mississippi 

Jeanne  M.  Roslanowick,  Staff  Director 
Jennifer  Loon,  Minority  Staff  Director 


JAN  MEYERS,  Kansas 

LARRY  COM  BEST,  Texas 

RICHARD  H.  BAKER,  Louisiana 

JOEL  HEFLEY,  Colorado 

RONALD  K.  MACHTLEY,  Rhode  Island 

JIM  RAMSTAD,  Minnesota 

SAM  JOHNSON,  Texas 

WILLIAM  H.  ZELIFF,  JR.,  New  Hampshire 

MICHAEL  A.  "MAC"  COLLINS,  Geoi^ia 

SCOTT  McINNIS,  Colorado 

MICHAEL  HUFFINGTON,  California 

JAMES  M.  TALENT,  Missouri 

JOE  KNOLLENBERG,  Michigan 

JAY  DICKEY,  Arkansas 

JAY  KIM,  California 

DONALD  A.  MANZULLO,  Illinois 

PETER  G.  TORKILDSEN,  Massachusetts 

ROB  PORTMAN,  Ohio 


Subcommittee  on  Procurement,  Taxation,  and  Tourism, 

JAMES  H.  BILBRAY,  Nevada,  Chairman 


RICHARD  H.  BAKER,  Louisiana 
JOE  KNOLLENBERG,  Michigan 
ROB  PORTMAN,  Ohio 


NORMAN  SISISKY,  Virginia 
EARL  F.  HILLIARD,  Alabama 
KWEISI  MFUME,  Maryland 
EVA  M.  CLAYTON,  North  Carolina 
RON  KLINK,  Pennsylvania 

John  FaDGEN,  Subcommittee  Staff  Director 
DUANE  Duncan,  Minority  Subcommittee  Professional  Staff  Member 


a^ 


<ii) 


CONTENTS 


Page 

Hearing  held  on  March  14,  1994 1 

WITNESSES 
Monday,  March  14,  1994 

Aird,  Diana,  Aird  and  Associates  35 

Broadbent,  Robert  N.,  director  of  aviation,  McCarran  International  Airport  ....        20 
Cortez,  Manuel  J.,  president  and  CEO,   Las  Vegas  Convention  &   Visitors 

Authority 16 

Crampton,  Maureen,  marketing  director,  Forum  Shops  at  Caesar's  33 

Ferree,  Hugh,  Southern  Nevada  Regional  Representative  for  United  States 
Senator  Harry  Reid,  appearing  on  behalf  of  Hon.  Harry  Reid,  a  United 

States  Senator  from  the  State  of  Nevada  32 

Hanks,  John  D.,  assistant  director.  Aviation  for  Communications,  Clark  Coun- 
ty Department  of  Aviation,  McCarran  International  Airport 22 

Jones,   Phil,   Director,    Legislative   Affairs,   Department  of  Commerce,   U.S. 

Travel  and  Tourism  Administration  11 

Landfried,  Todd  C,  Community  Development  Specialist,  Extension  Service, 

U.S.  Department  of  Agriculture  3 

Stein,  Dennis,  president  and  CEO,  Nevada  Development  Authority  27 

Tait,  Thomas  C.,  executive  director,  Nevada  Commission  on  Tourism 25 

APPENDIX 

Opening  statement: 

Bilbray,  Hon.  James  H 40 

Prepared  statements: 

Aird,  Diana 43 

Broadbent,  Robert  N 64 

Cortez,  Manuel  J 128 

Hanks,  John  D 186 

Landfried,  Todd  C 196 

Murphy,  Patrick  V 219 

Stein,  Dennis 223 

Tait,  Thomas  C 226 

Additional  material  received  for  the  record: 

Statement  by  Senator  Richard  Byran  237 

(III) 


THE  EFFECT  OF  INTERNATIONAL  TOURISM 
AND  INTERNATIONAL  COMMERCE  ON 
LOCAL  ECONOMIES  AND  SMALL  BUSI- 
NESSES 


MONDAY,  MARCH  14,  1994 

House  of  Representatives, 
Subcommittee  on  Procurement, 

Taxation,  and  Tourism, 
Committee  on  Small  Business, 

Washington,  DC. 

The  subcommittee  met,  pursuant  to  notice,  at  10  a.m.,  at  the  Las 
Vegas  Convention  and  Visitors  Authority  Boardroom,  3150  Para- 
dise Road,  Las  Vegas,  Nevada,  Hon.  James  H.  Bilbray  (chairman 
of  the  subcommittee)  presiding. 

Chairman  Bilbray.  The  subcommittee  will  come  to  order. 

I  would  like  to  welcome  everybody  here  today,  especially  Con- 
gressman Lancaster  of  North  Carolina  for  his  attendance  at  today's 
hearing.  Martin  and  I  came  into  Congress  in  the  100th  Congress 
class,  and  we  have  been  members  of  the  Small  Business  Committee 
together  for  that  entire  time.  Martin  also  serves  on  Armed  Services 
and  Merchant  Marine  and  Fisheries. 

Today's  hearing  is  a  continuation  of  a  series  of  field  hearings  this 
subcommittee  has  conducted  on  the  effects  of  tourism  as  a  tool  for 
economic  development.  As  in  our  previous  hearings  in  Alexandria, 
Louisiana,  and  Wilmington,  North  Carolina,  we  found  direct,  posi- 
tive effects  of  tourism  on  their  economic  development  plans. 

We  will  be  looking  at  the  impact  that  international  tourism  and 
international  commerce  have  on  the  economy  of  southern  Nevada. 

Last  year,  22  million  people  flocked  through  McCarran  Inter- 
national Airport,  making  it  the  15th  busiest  airport  in  the  Nation. 
Just  over  a  year  ago,  the  Las  Vegas  International  Air  Cargo  Center 
opened  for  business. 

The  conception  of  a  dedicated  international  air  cargo  complex  to- 
gether with  a  strong  passenger  base  makes  Las  Vegas  an  ideal  des- 
tination for  international  tourists  and  cargo. 

Before  we  begin  the  hearing,  I  would  like  to  make  a  very  special 
announcement.  Last  Friday  afternoon,  my  Washington  office  was 
notified  that  the  Department  of  Commerce  has  approved  the  Ne- 
vada Development  Authority's  application  to  expand  the  foreign 
trade  zone  at  McCarran  International  Airport  from  the  current  10 
to  160  acres.  This  action  is  one  of  a  significant  impact  to  the  future 
of  international  trade  in  the  Las  Vegas  area. 

(1) 


The  approval  of  this  request  was  indeed  a  team  effort.  The  full 
Nevada  congressional  delegation,  as  well  as  State  and  local  oflTicials 
joined  together  to  encourage  the  Secretary  of  Commerce  to  allow 
for  the  expansion  approval.  Once  implemented,  it  will  create  new 
job  opportunities  in  our  community  and  provide  for  increased  busi- 
ness expansion. 

Las  Vegas  and  Clark  County  should  be  very  excited  about  this 
announcement  as  its  ramifications  will  be  far-reaching,  not  only  to 
the  local  international  business  community,  but  into  the  tourism 
and  convention  industries  and  the  entire  local  economy  as  well. 

As  for  the  purpose  here  today,  we  will  hear  from  three  distin- 
guished panels  representing  Federal  and  local  role  of  expanded 
international  commerce  in  Las  Vegas. 

The  first  panel  made  up  of  Federal  officials  will  clarify  what  the 
Federal  Government  can  and  cannot  do  in  order  to  assist  tourism 
and  economic  development. 

The  second  panel  will  be  a  combination  of  representatives  from 
McCarran,  the  Nevada  Commission  on  Tourism,  and  the  Nevada 
Development  Authority.  They  will  be  able  to  highlight  the  effects 
that  tourism  has  on  the  Nevada  economy  and  what  they  are  doing 
to  attract  foreign  tourists  and  the  international  business  commu- 
nity. 

The  third  panel  will  be  representatives  of  the  small  busmess 
community  who  will  present  their  views  on  the  positive  economic 
effect  international  tourists  have  had  on  the  Las  Vegas  economy. 

Again,  I  would  like  to  thank  everyone  for  attending  and  look  for- 
ward to  the  testimony  we  will  be  receiving  today. 

[Chairman  Bilbray  s  statement  may  be  found  in  the  appendix.] 

Chairman  Bilbray.  Mr.  Lancaster,  did  you  have  a  statement? 

Mr.  Lancaster.  Thank  you,  Mr.  Chairman,  for  the  opportunity 
to  join  you  here  for  this  hearing.  It  has  been  a  pleasure  to  serve 
with  the  Chairman  for  7  years  now,  almost  8  years,  and  I  simply 
want  to  say  to  the  people  in  Clark  Countv  and  the  surrounding 
area  represented  by  Congressman  Bilbray  how  fortunate  they  are 
to  have  a  man  of  his  energy  and  ability  representing  them  in 
Washington.  It  is  an  important  subject  that  we  talk  about  today. 

I  represent  coastal  North  Carolina  where  some  of  the  best  fish- 
ing, sailing,  and  swimming  is  available  anywhere  in  the  world,  and 
the  cradle  of  western  civilization  in  this  countrv  where  the  first 
colonists  came  from  England  in  the  1500's,  well  before  Jamestown 
and  Plymouth.  Unfortunately,  that  colony  was  lost  and  is  known  as 
the  lost  colony,  but  it  was  a  first  attempt  at  colonization  in  this 
country.  As  a  result,  tourism  is  an  important  aspect  of  my  district 
as  well  as  this  one. 

You  have  unparalleled  facilities  here  for  attracting  tourists  to 
your  area.  I  commend  you  on  the  fine  job  that  this  community  does 
in  making  this  a  place  that  is  attractive  not  only  for  adult  visitors 
but  for  families  as  well,  and  for  your  efforts  through  this  hearing 
to  focus  attention  on  the  needs  for  attracting  foreign  visitors  to 
your  area. 

Thank  you  for  allowing  me  to  participate  in  the  hearing,  and  I 
shall  look  forward  to  hearing  the  witnesses  who  have  prepared  ex- 
cellent testimony  for  us  today. 

[Mr.  Lancaster's  statement  may  be  found  in  the  appendix.] 


Chairman  Bilbray.  Thank  you,  Mr.  Lancaster. 

Before  we  start,  we  have  a  statement  from  Patrick  V.  Murphy 
who  is  Acting  Assistant  Secretary  of  Transportation  for  Aviation 
and  International  Affairs.  Mr.  Murphy  couldn't  be  here  today,  but 
he  put  in  a  statement  which  I  understand  has  been  looked  over  by 
some  of  the  people  here  from  McCarran,  Mr.  Broadbent  and  others. 

One  of  the  problems  we  are  facing  here  is  that  in  his  statements 
he  mentions  the  bilateral  agreements  between  different  countries 
for  international  air  traffic.  This  has  been  a  very,  very  sore  spot 
here  in  Las  Vegas  because  of  the  lack  of  foreign  carriers  who  can- 
not obtain  the  agreements  from  the  Department  of  Transportation 
to  be  able  to  come  directly  in  here,  and  we  will  hear  later  about 
that. 

But  I  will  at  this  point,  if  there  is  no  objection,  put  his  statement 
into  the  record  because  I  think  it  is  a  very  important  statement  be- 
cause it  shows  some  of  the  problems  we  face  in  bringing  inter- 
national tourists  into  Las  Vegas  directly  and  not  having  to  go 
through  other  ports  of  entry.  We  have  a  Customs  here,  we  have  an 
ability  to  bring  people  directly  from  Europe  and  Asia,  but  except 
for  charter  air,  we  really  don't  have  much  of  an  opportunity  to  do 
that,  although  Mr.  Broadbent  and  others  will  testify  to  that  in  the 
future. 

[Mr.  Murphy's  statement  may  be  found  in  the  appendix.] 

Chairman  Bilbray.  At  this  point,  we  would  like  to  first  start 
with  Mr.  Todd  Landfried  from  the  United  States  Department  of  Ag- 
riculture. Mr.  Landfried  has  testified  before  our  committee  in  the 
past  and  has  a  unique  program  that  many  of  you  may  not  be  aware 
of,  even  though  a  lot  of  the  agricultural  programs  are  done  through 
extension  services  and  agricultural  offices  throughout  the  country 
and  a  lot  of  it  is  earmarked  toward  rural. 

I  would  ask  Mr.  Landfried — we  would  put  both  Mr.  Jones'  and 
Mr.  Landfried's  entire  statement  in  if  there  is  no  objection,  in  the 
record,  and  ask  them  to  summarize  because  what  we  would  really 
like  to  hear  here  is,  even  though  in  some  of  the  hearings  it  is  very 
interesting  what  is  happening  out  in  rural  Iowa,  I  think  we  are 
really  more  interested  in  how  the  Department  of  Agriculture  can 
help  the  urban  centers,  the  cities  that  are  already  desirable  ports 
of  entry  and  how  some  of  your  plans  you  are  working  on — you 
talked  to  us  the  last  time  about  some  of  your  programs  over  in  Eu- 
rope with  the  Bonneville  group  out  of  Utah.  I  don't  know  if  that 
is  still  moving  on,  but  if  you  could  bring  us  up  to  date  on  that,  I 
would  appreciate  it. 

TESTIMONY  OF  TODD  C.  LANDFRIED,  COMMUNITY  DEVELOP- 
MENT SPECIALIST,  EXTENSION  SERVICE,  U.S.  DEPARTMENT 
OF  AGRICULTURE 

Mr.  Landfried.  Thank  you,  Mr.  Chairman.  My  name  is  Todd 
Landfried.  I  am  a  community  development  specialist  with  the  U.S. 
Department  of  Agriculture  Extension  Service  in  Washington,  DC. 
I  am  also  the  manager  of  a  program  that  we  call  OuR-TOWN. 

As  vou  referred  to,  OuR-TOWN  is  a  program  that  was  developed 
initially  to  assist  rural  communities  and  businesses  enter  inter- 
national and  domestic  tourism  markets,  but  because  of  the  nature 
of  tourism,  it  can't  be  limited  to  just  those  areas.  So,  it  is  really 


a  program  that  could  help  any  business,  certainly  in  the  Las  Vegas 
area,  certainly  in  any  part  of  the  country. 

OuR-TOWN,  of  course,  coming  from  Washington,  is  an  acronym. 
It  means  the  On  Line  Recreation  and  Tourism  Opportunities  Net- 
work. It  is  a  comprehensive  tourism  development  program  that  in- 
cludes community  involvement,  planning,  visioning,  creating  im- 
pact studies,  attraction  assessment  and  marketing  assistance. 

It  is  also  a  multimedia  computer-based  on-line  service  so  that  if 
people  were  coming  to  Las  Vegas  and  wanted  to  see  the  different 
types  of  opportunities  that  they  could  participate  in  around  Las 
Vegas  and  within  Las  Vegas,  if  they  had  a  computer  and  a  modem 
or  they  were  to  go  to  a  State  Welcome  Center  or  a  local  tourism 
office  or  even  in  a  hotel  lobby,  they  could  look  through  this  infor- 
mation and  find  detailed  descriptions,  actually  see  pictures,  see 
video  of  the  types  of  activities  that  there  are  to  do. 

What  I  brought  with  me,  and  I  will  get  to  that  in  a  minute,  is 
a  brief  demonstration  of  the  actual  system.  It  is  kind  of  a  rough 
draft,  but 

Chairman  Bilbray.  I  understand  this  system  is  used  in  Aus- 
tralia at  the  present  time,  very  similar? 

Mr.  Landfried.  There  are  systems  like  this  in  many  parts  of  the 
world  right  now.  There  really  isn't  anything  that  I  am  aware  of 
that  is  this  broad  based  under  development  in  the  United  States. 
Most  of  the  databases  that  are  available  are  targeted  to  a  specific 
niche,  such  as  camping  or  national  parks,  things  like  that,  but 
there  isn't  one  place  where  people  can  go  to  say  if  you  want  to  go 
camping,  I  can  find  information  on  camping,  if  I  want  to  go  to  a 
cultural  museum  or  see  some  cultural  attractions,  can  I  find  that 
and  do  it  all  in  one  place  instead  of  going  all  over. 

[Mr.  Landfried's  statement  may  be  found  in  the  appendix.] 

Chairman  Bilbray.  Before  we  start  with  the  exhibit  up  here,  it 
is  my  understanding  of  what  you  were  going  to  do  is  contract  out 
in  Europe  and  Asia  for  a  group  to  actually  be  subcontractors  from 
the  Department  of  Agriculture,  and  they  would  actually  have  this 
ability  in  Europe  and  Asia  for  travel  agents  and  others  to  actually 
go  into  their  modem  and  pick  this  up;  is  that  right? 

Mr.  Landfried.  Well,  it  is  not  necessarily  a  subcontract.  We  can 
make  available,  and  we  will  make  available  over  Internet  which 
really  opens  it  up  to  just  about  anybody  the  entire  database.  So, 
what  you  will  be  able  to  see  if— they  don't  necessarily  have  to  sub- 
scribe to  a  particular  business  or  anything  like  that  in  Europe.  As 
long  as  they  have  got  a  PC  and  a  modem  and  the  proper  software, 
they  can  log  in  themselves. 

Chairman  Bilbray.  So,  if  I  was  a  German  living  in  Frankfurt 
and  I  was  not  a  travel  agent  nor  was  I  any  relation  to  the  tourism 
industry,  if  I  had  a  PC  and  a  modem,  I  can  actually  pull  this  up 
and  I  can  see  these  areas,  I  can  book  my  reservations  through  the 
modem  and  so  forth;  is  that  correct? 

Mr.  Landfried.  Almost.  The  system,  as  it  is  being  designed  right 
now,  is  just  an  information  system,  so  in  other  words,  you  won't  be 
able  to  go  and  book  the  stuff  directly.  We  have  talked  to  some  peo- 
ple about  that,  and  the  technology  to  make  the  link  and  build  that 
into  it  is  really  pretty  dramatic,  but  as  we  are  designing  it  right 
now,  there  is  a  capability  so  you  could,  by  pushing  a  button,  send 


a  fax  of  your  itinerary  to  your  local  travel  agent  and  the  travel 
agent  could  book  the  trip  for  you. 

Another  thing  is  that  there  is  going  to  be  two  fairly  distinct  seg- 
ments of  the  database.  One  is  geared  toward  the  consumer  and  an- 
other one  is  geared  toward  the  travel  agent,  so  the  travel  agent  can 
find  information  like  are  there  commissions  paid,  when  would  the 
commissions  be  payable,  are  they  linked  to  specific  tours,  tour 
packages,  are  there  discounts  for  groups,  that  type  of  information. 

The  regular  consumer  won't  have  access  to  that  information,  so 
it  is  going  to  be  targeted  both  to  the  consumer  and  to  the  travel 
industry.  In  fact,  we  have  focus  groups  and  have  been  holding  focus 
groups  for  about  a  month  now  with  people  from  the  travel  industry 
to  provide  input  to  us  so  we  can  make  the  system  meet  their  needs 
instead  of  just  focusing  on  the  consumer.  So,  it  is  really  serving 
both  groups. 

Chairman  BiLBRAY.  To  get  into  the  system,  you  actually  have  to 
buy  into  the  system,  you  have  to  pay  a  yearly  fee  depending  on 
how  elaborate  what  is  put  in  the  system?  At  least  that  is  the  last 
time  you  talked  about  it. 

Mr.  Landfreed.  Correct,  correct.  That  is  still  consistent.  The 
base  information — we  see  this  whole  program  as  a  partnership  be- 
tween the  State  travel  agencies,  the  State  tourism  offices,  regional 
economic  development,  regional  tourism  development  organiza- 
tions, and  the  Federal  agencies  that  are  involved  in  tourism  devel- 
opment to  kind  of  bring  them  together,  both  in  part  in  terms  of  the 
technical  assistance  program  and  also  in  terms  of  the  marketing 
and  development  of  the  database. 

The  fees  therefore — let  me  back  up  a  second.  Because  the  infor- 
mation is,  a  lot  of  it,  the  base  information  is  collected  from  the 
State  travel  office  well,  we  will  see  in  a  second.  There  is  going  to 
be  a  set  of  information  that  is  going  to  be  available  for  any  busi- 
ness for  free.  The  basic  rule  of  thumb  we  are  using  is  that  what- 
ever is  in  the  State's  current  travel  guide  will  be  available  for  free 
to  any  business  in  the  State.  If  they  wish  to  expand  upon  that,  if 
they  want  to  include  photographs,  if  they  want  to  include  motion 
video  and  sound,  there  is  a  fee  to  do  that  because  there  is  a  lot  of 
work  involved. 

The  idea  was  that  if  we  partner  with  the  State  travel  offices  and 
include  a  bunch  of  information  for  free,  we  can't  necessarily  go  out 
to  other  people  who  were  not  listed  in  that  travel  guide  and  charge 
them  for  access,  so  basically  that  is  the  rate  structure  very  simply 
as  we  have  it  right  now. 

We  are  working  with  some  private  sector  orgpnizations.  We  are 
still  working  with  Bonneville  to  use  their  services  to  make  the  in- 
formation available,  make  it  deliverable  overseas  other  than  on  the 
Internet.  We  are  also  working  with  some  local  and  regional  tourism 
development  organizations,  some  private  sector  consultants  in  de- 
veloping the  database  and  in  developing  the  technical  systems  pro- 
gram. 

Let  me  show  a  little  segment  here.  When  you  first  go  on,  you  will 
see  a  screen  that  kind  of  gives  some  basic  views  of  different  types 
of  attractions,  large  national  parks,  that  sort  of  thing,  water  skiing, 
that  sort  of  stuff.  Then  you  can  get  a  screen  that  has  a  list  of 
things  like  maps,  so  if  you  want  to  base  your  search  upon  a  map 


you  can.  Catalog  of  specific  activities,  if  you  know  exactly  what  you 
want  to  go  do,  you  can  look  it  up  there. 

If  you  know  exactly  what  you  want  to  do,  you  can  use  the  find 
button,  activities  lists,  different  kinds  of  activities,  there  are  cul- 
tural, historic,  recreational,  that  sort  of  thing.  You  can't  see  the 
bottom  button  down  there.  It  is  kind  of  the  nature  of  the  dem- 
onstration we  have  got  is  there  is  a  trip  planner,  too,  so  if  you  don't 
necessarily  know  what  you  want  to  do,  but  you  have  got  3  days  to 
go  to  California,  3  days  in  Las  Vegas.  You  can  use  this  to  find  the 
different  types  of  activities. 

When  you  click  on  the  map,  basically  you  can  just  pick  a  State 
to  which  you  want  to  travel,  and  this  thing,  the  demo  here  is  set 
up  for  Utah.  I  don't  know  if  you  can  see  necessarily  the  buttons  on 
the  side.  But  what  you  can  do  then  is  there  is  a  map  of  all  the 
counties  in  Utah  and  you  can  just  click  on  a  particular  county. 

Now,  the  text  to  the  right  is  a  description  of  what  there  is  to  do 
in  Utah.  The  State  travel  office  would  have  total  control  over  the 
information  in  this  screen. 

Chairman  BiLBRAY.  I  understand  that  a  State  travel  office,  also 
if  it  wanted  to  pay  the  fee,  could  actually  have  a  motion  picture  put 
in  there,  is  that  correct,  or  videotape? 

Mr.  Landfried.  Pretty  much.  We  are  thinking  about  30-second 
videos.  There  is  a  map  of  Cache  Valley.  Any  business  can  have 
this,  too,  so  it  is  not  necessarily  limited  to  State  travel  offices. 

We  really  haven't  settled  on  a  cost  yet,  but  to  have  a  small  busi- 
ness or  a  small  attraction  where  people  can  actually  almost  visit 
it  before  they  go  can  have  a  lot  of  drawing  power  to  a  lot  of  people. 

Then  you  can  click  on  Logan,  you  can  pick  a  city,  the  information 
will  include  maps,  further  descriptions.  You  can  scroll  through  it. 
It  is  a  very  detailed,  very  complete  system.  It  will  include  things 
like  rates,  hours  that  they  are  open,  otner  activities. 

It  will  also  provide  you  an  opportunity,  like  I  said — we  can 
digitize  brochures,  a  lot  of  small  businesses  have  brochures  that 
they  send  out  to  people.  We  can  digitize  those  brochures  and  then 
by  a  push  of  a  button  in  the  system  have  that  brochure  faxed  to 
that  person  or  you  could  even  use  it  as  part  of  a  fulfillment  pro- 
gram and  generate  the  mailing  labels  and  have  the  brochures  sent 
out  that  way. 

In  case  you  wanted  to  go  biking,  there  is,  again,  you  could  just 
go  through  the  list  and  see.  You  can't  really  tell  there  is  a  biker 
there.  That  was  a  brochure.  Here  is  a  map  of  Idaho.  Again,  you  can 
just  go  through  and  just  pick  up  where  you  want  to  go. 

With  the  find,  like  I  said,  type  in  caves,  you  get  good  pictures  of 
the  caves  and  you  can  see  what  the  place  is  actually  like.  So,  in 
terms  of  planning  a  trip,  it  really  provides  a  lot  of  information  at 
people's  fingertips  literally  that  can  help  them  find  things  to  do.  So, 
if  someone  came  to  Las  Vegas  and  they  were  here  for  a  convention 
or  something  and  they  brought  the  family  with  them  and  you  want- 
ed to  take  tnem  out  to  Hoover  Dam  or  you  wanted  to  take  them 
out  to  Henderson,  you  could  take  them  to  a  lot  of  other  places,  they 
could  go  and  literally  see  what  types  of  things  there  are  to  do  and 
plan  an  itinerary  for  their  trip. 

Chairman  BiLBRAY.  Are  prices  included  on  those? 

Mr.  Landfried.  Yes,  it  will  be. 


Chairman  Bilbray.  Numbers  that  they  would  actually — could 
book  their  reservation  through?  I  understand  that  originally  you 
talked  about  an  800  number  in  Europe  where  they  would  not  have 
to  call  the  United  States.  Of  course,  they  would  actually  call  the 
800  number  in  Europe  and  get  the  information  through  there? 

Mr.  Landfried.  Sure.  The  idea  is  that  we  will  make  it  available 
both  in  the  United  States  and  in  Europe  and  in  the  Pacific  Rim 
countries.  Well,  if  it  is  on  Internet,  it  is  worldwide,  so  it  doesn't 
really  matter  where  you  are.  There  are  20  million  users  on  the 
Internet  right  now  and  it  is  growing  at  a  rate  of  about  10,000  a 
month,  they  say. 

There  are  about  30  million  computers  now  in  the  United  States 
that  have  modem  access,  so  you  are  talking  50  million  people  who 
have  immediate  access.  Most  of  the  computers  that  are  being  sold 
nowadays  have  modems  in  them,  so  that  number  is  only  going  to 
increase,  so  you  have  got  the  800  number,  the  on-line  service  that 
people  could  access  to  and  you  have  also  got  Internet  that  people 
could  access  to. 

You  could  also  use  the  information  that  is  in  here  to  enhance 
kiosk  systems.  It  is  electronic  database.  There  is  just  so  many  dif- 
ferent ways  that  you  can  make  the  information  available  to  people 
easily,  and  in  the  future  will  be. 

Mr.  Lancaster.  Is  this  already  on  line  or  is  this  a  proposal  that 
is  yet  to  be  operational? 

Mr.  Landfried.  What  you  are  seeing  here  is  actually  the  first  cut 
at  actual  programming  on  the  system,  so  it  is  in  development  right 
now. 

Mr.  Lancaster.  But  you  are  not  now  able  to  pull  these  up  on 
your  Internet  if  you  were  planning  your  own  trip? 

Mr.  Landfried.  No,  not  yet. 

Mr.  Lancaster.  When  is  it  to  be  on  line? 

Mr.  Landfried.  We  are  hoping  to  have  something  for  the 
consumer  by  January  of  1995. 

Mr.  Lancaster.  Are  you  actually  soliciting  from  States  and  local- 
ities information  to  go  in  the  system  or  is  this  self-initiated?  How 
does  this  information  get  into  the  system? 

Mr.  Landfried.  What  we  have  been  doing  up  to  this  point  is 
talking  to  State  travel  directors,  and  because  there  is  several  hun- 
dred thousand  tourism  businesses  in  the  United  States,  you  can  get 
overwhelmed  rather  quickly. 

So  what  we  have  been  doing  is  targeting  the  States  in  the  west 
and  working  with  their  State  travel  offices  and  getting  information 
from  them  and  having  them  help  us  design  the  system  and  incor- 
porate their  State  data  in  it. 

So  when  the  people  get  it,  it  is  a  usable  product,  it  is  just — we 
are  really  pushing  the  edge  of  the  envelope  in  technology  here,  and 
it  is  something  you  can't  necessarily  rush.  But  the  idea  is  to  work 
with  the  State  travel  offices  and  get  the  information  from  them 
from  a  number  of  States,  get  it  out  in  the  hands  of  people  to  have 
them  try  it,  get  it  as  bulletproof  as  possible,  and  then  start  to  col- 
lect inform.ation  from  the  rest  of  the  country  so  we  can  incorporate 
it  into  the  overall  system. 

Chairman  Bilbray.  Now,  a  group  like  the  Las  Vegas  Convention 
Authority  could  contact  you  and  put  a  package  together,  and  if  they 
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wanted  a  more  elaborate  package  than  you  are  prepared  to  give 
them,  they  could  actually  pay  to  have  that  done  and  put  them  in. 

I  understand  that  we  are  not  talking  about  a  lot  of  money.  If  a 
small  business,  for  instance,  say — not  a  small  business,  but  say  a 
small  hotel  here  in  town  wanted  a  30-second  informational  in  the 
system,  the  last  time  you  testified,  I  believe,  in  Alexandria  you 
were  talking  about  maybe  only  $100  dollars  a  year,  a  couple  hun- 
dred dollars  a  year  to  put  that  in  the  system. 

Are  we  still  talking  in  that  range? 

Mr.  Landfried.  Yes,  that  is  still  correct.  We  have  learned  the 
last  couple  of  months  just  dealing  with  the  technology  and  the  de- 
sign of  the  system  and  how  we  have  to  necessarily  convert  the 
image  from  videotape  into  a  digital  format,  but  I  really  don't  antici- 
pate it  being  much  higher  than  that  if  it  goes  up. 

Chairman  Bilbray.  So,  a  group  like  the  Las  Vegas  Convention 
Authority,  the  State  could  put  theirs  in  but  the  Las  Vegas  Conven- 
tion Authority  could  then  put  their  own  pitch  on  Las  Vegas  in  gen- 
eral? 

Mr.  Landfried.  Correct. 

Chairman  Bilbray.  Or  Clark  County  in  general.  Then  the  indi- 
vidual entities,  the  Luxor  Hotel,  the  Mirage  Hotel,  the  Henderson 
Chamber  of  Commerce,  they  could  actually  have  a  section  in  there 
as  elaborate  as  they  are  willing  to  pay  for;  is  that  correct? 

Mr.  Landfried.  That  is  correct.  In  fact,  we  are  not  limited  by  the 
technology,  we  are  limited  almost  more  by  space.  We  have  had  dis- 
cussions kind  of  what  would  this  thing  would  look  like  in  5  years, 
where  a  hotel  could  have  pictures  of  specific  rooms  listed  in  the 
system,  and  so  if  somebody  wanted  to  see  what  the  honeymoon 
suite  looked  hke  or  the  Presidential  suite  looked  like,  they  could  ac- 
tually see  a  literal  photograph  of  what  the  room  looked  like  or 
maybe  some  different  views  of  the  thing,  and  then  he  could  arrange 
to  book  the  room. 

The  technology  is  coming.  It  is  going  to  be  here.  So,  there  is  real- 
ly no  limit. 

Chairman  Bilbray.  So,  the  basic  package  will  be  ready  by  Janu- 
ary 1995.  Do  you  actually  think  it  will  be  up  and  available  in  Eu- 
rope and  Asia  at  that  time  or  not? 

Mr.  Landfried.  God  willing  and  the  creek  don't  rise.  We  hope  so. 
We  hope  so.  Barring  any  other  technological  glitches,  we  think  it 
is  possible.  That  is  what  we  are  planning  on.  The  only  other  thing 
I  would  mention,  and  I  think  this  is  important,  is  how  this  is  nec- 
essarily going  to  be  managed  once  it  is  up  and  running  is  that  we 
are  setting  up  a  not-for-profit  corporation  to  handle  all  the  collec- 
tion of  the  funds  and  the  development  of  the  system,  so  it  really 
is  kind  of  taken  out  of  the  Federal  Government's  hands  and  stuck 
into  a  not-for-profit  organization.  We  think  it  is  a  much  stronger 
way  of  dealing  with  the  management  of  the  database. 

Chairman  Bilbray.  Tell  us  a  little  bit  about  the  nonprofit  cor- 
poration. Have  the  trustees  of  that  corporation  been  created? 
Where  are  we  at? 

Mr.  Landfried.  Not  yet.  Utah  State  University,  which  is  where 
all  the  development  is  taking  place,  has  a  research  park,  and  so  it 
is  being  established  in  the  research  park.  They  have  attorneys  that 
are  working  on  the  paperwork  right  now.  In  fact,  I  have  been  focus- 


ing  on  the  development  of  th4s  thing  for  this  presentation,  but 
when  I  get  back,  that  is  one  of  the  things  that  I  have  to  focus  on. 

Chairman  BiLBRAY.  What  was  that  last  slide?  I  couldn't  quite  un- 
derstand it. 

Mr.  Landfried.  A  screen  saver. 

Chairman  Bilbray.  This  is  something  unusual.  But  Utah  State 
is  where  it  is  being — they  are  actually — the  software  and  the  hard- 
ware and  everything  is  going  to  be  done  there  at  this  point? 

Mr.  Landfried.  Correct. 

Chairman  BiLBRAY.  What  kind  of  money  is  the  Federal  Govern- 
ment going  to  put  in  this  whole  program  initially  or  is  it  all  going 
to  be  handled  by  this  nonprofit? 

Mr.  Landfried.  As  it  stands  right  now,  the  Extension  Service, 
USDA  Extension  Service  has  put  about  $60,000  into  it,  the  Ten- 
nessee Valley  Authority  has  put  about  $30,000,  the  National  Park 
Service,  they  have  committed  to  quite  a  bit  of  money.  They  haven't 
determined  yet,  so  I  kind  of  hesitate  to  put  in  their  amount,  how 
much  they  are  going  to  put  in,  but  it  is  going  to  be  a  significant 
amount  of  money,  as  has  the  Forest  Service. 

I  think  all  in  all,  Utah  State  has  probably  put  $100,000  to 
$120,000  into  it  at  this  point  in  time,  so  we  are  looking  at  probably 
a  total  development  budget,  by  the  time  everything  is  all  said  and 
done,  of  about  a  million  dollars,  but  the  Federal  share  is  really 
quite  small. 

Chairman  Bilbray.  Thank  you. 

Mr.  Lancaster.  Before  you  leave,  I  would  like  to  broach  another 
topic  with  you  which  is  mentioned  at  some  length  in  your  prepared 
statement. 

I  represent  an  area  in  northeastern  North  Carolina  that  is  the 
poorest  and  most  rural  part  of  the  State  but,  because  of  that,  also 
among  the  most  unspoiled  anywhere  in  the  country.  It  is  a  region 
of  sounds,  swamps,  rivers,  wildlife  refuges,  and  national  forests.  A 
consortium  of  four  or  five  counties  has  come  together  to  develop 
ecotourism,  realizing  the  attraction  of  ecology  and  the  environment 
to  families  today. 

I  wonder  if  you  might  tell  us  a  little  bit  for  this  hearing  record 
what  you  might  have  to  offer  to  communities  that  want  to  come  to- 
gether to  develop  such  a  plan  of  tourism  development  through 
USDA  and  Cooperative  Extension. 

Mr.  Landpi^ied.  What  we  have  is  State  tourism  specialists,  and 
that  varies  quite  a  bit  from  State  to  State.  I  think  Extension  is  one 
of  the  most  misunderstood  Federal  agencies  because  of  the  way 
that  the  money  is  distributed  from  the  Federal  Government  down 
to  the  communities.  It  is  really  a  partnership  of  the  Federal,  State, 
and  county  governments. 

The  Federal  share  in  extension  in  most  States  right  now  is,  I 
think,  about  28  percent,  local  share  runs  around  19  percent,  and 
the  rest  comes  from  the  State.  So,  it  is  literally  a  State  and  locally 
driven  process  once  you  get  out  into  the  States.  So,  that  means  that 
the  type  of  exact  assistance  that  might  be  available  at  any  given 
date  in  a  State  will  vary  based  upon  what  issues  are  facing  that 
State,  both  determined  by  the  State  government,  the  local  govern- 
ment, and  the  university. 
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That  being  said,  what  we  are  talking  about  with  OuR-TOWN  is 
developing  a  number  of  special  teams  that  basically  provide  very 
targeted  expertise  in  a  given  area  so,  for  example,  in  ecotourism  we 
would  have  people  not  just  from  Extension  Service  but  from  the 
State  travel  office  if  that  is  the  best  source  of  the  information,  from 
Natural  Resources  Department  if  that  is  the  best  source  of  infor- 
mation to  help  communities,  and  bring  in  those  people  to  provide 
very  specific  technical  assistance  to  help  the  people  develop  a  stra- 
tegic plan,  help  do  some  assessments  both  in  terms  of 
attractiveness  of  the  destination,  in  terms  of  environmental  stud- 
ies, in  terms  of  marketing  studies,  all  that  sort  of  thing. 

We  hope  to  have  that  done  by  the  beginning  of  the  fall  so  that 
it  really  doesn't  matter  who  in  what  part  of  the  country  needs  the 
assistance,  we  can  use  this  group  of  specialists  that  reside  in  the 
State.  Even  if  they  don't  reside  in  the  State,  we  will  bring  the  peo- 
ple to  those  communities  and  provide  that. 

Mr.  Lancaster.  So,  OuR-TOWN  is  also  in  the  development  stage 
and  is  not  yet  available  to  communities  for  assistance? 

Mr.  Landfried.  Correct. 

Mr.  Lancaster.  It  will  be  available  in  the  fall  of  this  year? 

Mr.  Landfried.  That  is  our  target,  yes. 

Mr.  Lancaster.  Thank  you  very  much. 

Chairman  BiLBRAY.  Thank  you,  Mr.  Landfried.  Because  of  time, 
we  are  going  to  have  to  jump  to  Mr.  Jones  at  this  time. 

Before  you  start  your  statement,  Mr.  Jones,  I  notice  in  your 
statement,  as  we  put  in  its  entirety,  you  give  us  the  entire  history 
of  USTTA.  I  don't  believe  Mr.  Lancaster  and  I  need  the  history  of 
USTTA.  What  we  want  to  hear  is  over  the  last  year  or  so,  I  have 
seen  support  for  USTTA  go  from  a  very  high,  where  the  convention 
authorities  around  the  country  were  just  pushing  USTTA,  you  have 
got  to  fund  it,  you  have  got  to  support  it,  to  one  where  you  are  just 
hanging  by  a  thread. 

One  of  the  criticisms  is  the  fact  that,  with  the  budgetary  cuts  or 
the  freezing  of  the  budgets,  you  have  pulled  back  in.  One  of  the 
comments  I  heard,  for  instance,  is  the  USTTA  office  in  London  now 
is  in  the  embassy,  and  if  people  know  how  hard  it  is  to  get  into 
the  embassy,  it  is  like  trying  to  get  into  Fort  Knox.  Therefore,  the 
consumers,  the  people  out  there  that  want  to  know  and  want  to  get 
information  from  USTTA  virtually  can't  get  in. 

We  know  Chairman  Dingell,  the  Chairman  of  the  Energy  and 
Commerce  Committee,  periodically  threatens  to  terminate  USTTA. 
Like  last  time,  I  talked  to  him  several  weeks  ago,  that  attitude  had 
not  changed  much,  it  was  more  or  less  wait  and  see,  we  are  going 
to  see  how  we  do  next  year,  we  have  a  new  administration  and  a 
new  group  of  people. 

Tell  us  about  how  USTTA  is  going  to  overcome  these  challenges. 
Some  people  are  saying,  let's  take  the  money  in  USTTA  and  put 
it  out  to  grants  to  the  different  States  and  localities,  take  that 
money  and  spread  it  out,  that  is  one  of  Chairman  Dingell's  atti- 
tudes. 

So  tell  us  in  your  testimony — rather  than  going  to  this  prepared 
tell  us  what  you  envision  USTTA  doing  next  year  of  this  year  so 
they  can  help  the  local  convention  authorities,  local  State  tourism 
authorities  and  so  forth. 
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TESTIMONY  OF  PHIL  JONES,  DIRECTOR  OF  LEGISLATIVE  AF- 
FAIRS, DEPARTMENT  OF  COMMERCE,  U.S.  TRAVEL  AND 
TOURISM  ADMINISTRATION 

Mr.  Jones.  Thank  you,  Congressman  Bilbray,  and  Congressman 
Lancaster.  Thanks  for  the  opportunity  to  testity  on  the  importance 
of  international  tourism. 

I  think  you  have  raised  a  very  important  question  which  is,  tell 
us  about  tne  new  USTTA.  You  are  correct,  when  President  Clinton 
took  office  and  Secretary  Brown  was  named  Secretary  of  Com- 
merce, it  has  been  almost  a  year  since  we  have  actually  had  an 
Under  Secretary. 

Fortunately,  however,  Greg  Farmer  was  confirmed  as  Under  Sec- 
retary for  the  agency  2  weeks  ago  Tuesday,  and  he  is  a  person  with 
a  great  deal  of  history  and  knowledge  and  understanding  of  the  im- 
portance of  tourism  as  it  relates  to  the  national  economy  and  the 
importance  of  its  impact  on  job  creation. 

The  agency  has  had  a  bad  reputation,  it  has  had  mixed  reviews 
over  the  years.  Part  of  that  stems  from  the  fact  that  during  the 
Bush  and  Reagan  years,  I  believe,  there  were  repeated  attempts  by 
the  administration  to  eliminate  the  agency,  so  there  was  some  in- 
consistency in  services  and  there  was  inconsistency  in  its  product. 
But  with  the  new  leadership  at  the  agency,  we  are  embarking  upon 
some  major  programmatical  changes  that  we  hope  will  be  more  re- 
sponsive to  the  market,  more  responsive  to  the  States,  more  re- 
sponsive to  the  conventions  and  visitors  bureaus  and  more  respon- 
sive to  the  consumers. 

As  you  know,  we  have  10  international  offices.  Currently,  at  least 
two  of  those  international  offices  are  located  in  markets  that  don't 
necessarily  have  the  greatest  potential  for  share  of  market.  Right 
now,  we  have  an  office  in  the  Netherlands  and  an  office  in  Miami, 
both  doing  a  fine  job.  But  the  reality  of  it  is  that  we  need  offices 
in  South  Korea,  which  is  a  very  fast  growing,  emerging  market, 
and  we  need  offices  somewhere  in  South  America.  We  need  to  move 
the  Miami  office  to  either  Brazil  or  Argentina.  The  growth  poten- 
tial in  those  two  markets  is  tremendous.  So,  we  are  going  to  be 
coming  to  Congress  for  some  reprogramming  so  we  can  make  these 
changes. 

You  did  mention  an  issue  about  moving  the  offices  into  the  em- 
bassies which  we  have  been  doing  for  the  sheer  reason  that  we 
have  to  because  of  costs.  We  have  a  very  limited  budget,  as  you 
know,  and  by  sharing  space  in  the  embassies,  we  are  able  to  rely 
on  services  that  the  embassy  has  that  we  can't  particularly  provide 
at  full  cost  for  our  international  market  offices. 

When  you  compare  the  fact  that  our  main  effort  in  these  inter- 
national offices  is  marketing  and  promoting  the  United  States  as 
an  international  tourist  destination,  we  work  primarily  with  the 
tour  groups  and  the  major  operators  and  the  major  wholesalers. 

It  is  easier  to  be  able  to  be  in  the  embassy,  you  have  the  conven- 
ience of  having  it  there,  and  scheduling  your  meetings  and  having 
the  security,  et  cetera,  that  is  needed  for  meetings  in  a  secure  envi- 
ronment whereas  although  a  small  percentage  of  the  business  that 
is  promoted  by  the  agency  is  drop-by,  it  is  not  necessarily  the  larg- 
est share — in  fact,  probably  four  to  one  in  relation  to  how  much 
money — how  much  market  and  how  much  share  of  the  business  we 
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are  able  to  write  through  the  major  wholesalers  and  the  major  tour 
operators,  so  that  is  the  reason,  it  is  purely  a  cost  saving  reason. 
The  other  thing  we  have  embarked  upon  is  we  have  now  started 
charging  some  of  the  States  and  the  CVB's  for  the  brochures  and 
the  other  literature  that  is  distributed,  and  we  have  partnered  with 
a  private  firm  to  help  recover  on  that.  So,  we  have  been  mandated 
by  Congress  to  do  a  lot  of  cost  recovery,  cost  sharing,  and  that  is 
why  some  of  the  things  that  have  happened  have  happened,  just 
by  virtue  of  the  fact  that  we  have  very  little  money  and  we  have 
had  to  find  ways  to  save.  That  will  be  one  of  the  emphases  that 
is  continued  by  the  Under  Secretary  and  Secretary  Brown  in  this 
administration  is  partnering  with  the  private  sector. 

We  don't  mean  give  us  your  money,  private  sector,  and  we  will 
spend  it  for  you.  We  mean  working  together  and  coming  up  with 
some  tangible,  reasonable  efforts  with  built-in  mechanisms  to  en- 
sure that  we  are  living  up  to  the  standards  that  are  set  so  we  can 
go  out  and  leverage  the  money  that  we  have,  the  small  amount  of 
Federal  money  that  we  have  with  the  private  sector  and  with  the 
States  and  cities  so  we  are  able  to  market  their  destinations  in  con- 
junction with  the  United  States  as  a  whole  as  an  international 
tourist  destination. 

You  may  be  interested  to  know  that  for  the  last  2  years,  inter- 
national arrivals  have  actually  gone  down  to  the  United  States.  We 
have  lost  percent  of  market  share  to  our  competitors  who  are 
spending  more  money  and  are  being  more  effective  in  the  market- 
ing of  their  specific  countries  or  destinations. 

Also  worth  noting  is  that  Cyprus  spends  more  money  than  we  do 
in  promoting  their  country  as  a  tourist  destination,  so  we  have  a 
long  way  to  go  with  this  leveraging  of  this  public  and  private 
money. 

Chairman  Bilbray.  How  does  that  figure  out,  though?  I  have  al- 
ways heard  that  figure,  that  everybody  spends  more  money  than 
we  do  but  many  of  those  countries  don't  have  the  localities  like  Las 
Vegas  and  States  that  spend  or  regional  spending.  When  you  take 
in  how  much  Americans  spend  to  promote  America,  whether  it  is 
Las  Vegas,  whether  it  is  Reno,  whether  it  is  New  York  or  whether 
it  is  Atlanta,  are  those  figures  available  to  you,  Mr.  Jones? 

Do  you  know  how  much  we  spend  and  how  does  that  compare 
when  you  take  Cyprus,  what  they  spend  nationally  plus  what  their 
localities  might  spend? 

Mr.  Jones.  If  you  add  in  what  the  States  spend  in  conjunction 
with  what  we  spend,  it  is  roughly  $350  million  to  promote  specific 
destinations  within  the  United  States. 

Chairman  Bilbray.  Now,  when  you  say  the  States,  are  you  also 
talking  about  like— I  think  the  Las  Vegas  Convention  Authority 
spends  a  lot  more  than  the  State  does  to  promote  Las  Vegas.  Do 
you  also  figure  those  figures  in  or  just  what  the  States  have  in 
their  budget? 

Mr.  Jones.  Right  now,  all  we  have  available  is  the  State  budgets. 
Very  few  of  the  major  destinations  other  than  Las  Vegas,  Los  An- 
geles, New  York,  Miami  have  the  budgets  to  promote,  the  spending 
to  promote  their  destinations  internationally.  Important  to  keep  in 
mind  is  that  the  agency  promotes  the  United  States  as  a  whole,  we 
don't  promote  one  particular  destination,  one  State  versus  another. 
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and  that  is  why  you  can't  really  take  into  consideration  or  take  into 
account  how  much  Las  Vegas  or  Nevada  spends,  although,  obvi- 
ously, it  has  benefit.  It  doesn't  help  bring  tourists  or  international 
visitors  to  visit  other  parts  of  the  country. 

Chairman  Bilbray.  What  I  was  trying  to  get  at,  though,  I  always 
see  these  figures  that  Cyprus  spends  more  than  the  United  States, 
but  I  will  guarantee  you  that  there  is  hardly  any  money  spent  in 
Cyprus  beyond  what  Cyprus  spends,  the  government,  where  in  the 
United  States  you  have  the  USTTA's  money,  which  doesn't  pro- 
mote, you  have  the  States'  moneys,  you  have  the  different  cities 
and  regional  groups  that  are  spending  money,  and  if  you  added  all 
that  up,  you  would  find  out  we  spend  a  thousand  times  more  than 
Cyprus  spends  or  maybe  more. 

I  just  wondered  if  anybody  has  kept  those  figures  so  when  you 
say  Cyprus  spends  more  than  the  United  States,  I  mean  it  is  a  de- 
ceiving figure,  it  makes  it  look  crazy,  but  it  is  not  as  bad  as  it 
sounds. 

Mr.  Jones.  That  is  correct.  You  are  right  in  the  fact  that  when 
you  add  it  all  up  aggregate,  you  have  more  money  than  Cyprus  and 
probably  any  other  country  in  the  world  spends  to  promote  tour- 
ism, but  to  promote  the  United  States  as  a  tourist  destination  ver- 
sus promoting  Cyprus  as  a  tourist  destination,  they  do  spend  more 
money  on  that  particular  venture  or  issue. 

However,  when  you  add  in  how  much  Las  Vegas  or  Nevada  or 
California  or  New  York  or  Florida  spends  combined,  we  spend  more 
money  but,  at  the  same  time,  we  are  spending  money  in  a  different 
way.  We  are  spending  money  to  promote  individual  States  or  at- 
tractions or  cities  or  venues. 

Chairman  Bilbray.  But  when  we  get  them  here  to  Las  Vegas, 
don't  they  filter  out  into  the  rest  of  the  country  as  a  whole  or  do 
they  just  come  to  Las  Vegas,  do  you  think,  and  just  stay  here  and 
then  go  back? 

Mr.  Jones.  Some  do.  What  we  found  is  about  76  percent  of  our 
international  visitors  are  repeat  visitors.  What  will  happen  is  we 
find  if  they  come  to  the  major  gateway  cities  of  New  York,  Los  An- 
geles, Chicago,  or  Miami,  they  will  stay  there  for  their  first  visit, 
but  then  they  want  to  come  back  and  see  the,  "real  America,"  and 
then 

Chairman  Bilbray.  That  is  Las  Vegas.  If  you  read  U.S.  News 
and  World  Report,  in  Newsweek  a  few  years  ago,  we  are  the  real 
America. 

Mr.  Jones.  But  you  have  to  continuously  work  on  that  and  con- 
tinuously market,  and  that  is  why  it  is  important  to  have  a  consist- 
ent message. 

Chairman  Bilbray.  So,  go  on.  You  were  tellifig  us  what  you  were 
going  to  be  doing  the  next  couple  of  years. 

Mr.  Jones.  The  other  issue  or  the  program  that  we  have  em- 
barked on  is  the  reinvigoration  of  the  Tourism  Policy  Council.  It  is 
something  that  statutorily  has  been  around  for  a  while,  but  has 
never  really  been  activated. 

What  we  have  been  able  to  do  through  Vice  President  Gore's 
reinventing  Government  report  is  reinvigorate  the  Tourism  Policy 
Council,  and  what  we  found  out  is  there  are  19  Federal  agencies 
who  participate  in  tourism  promotion  or  development  in  some  way, 
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shape,  or  form,  which  is  somewhat  mind  boggHng  if  you  are  a  resi- 
dent of  Las  Vegas  or  a  tour  operator  or  someone  interested  in  tap- 
ping into  what  the  Federal  Government  has  to  offer  in  the  areas 
of  tourism,  promotion  and  development,  it  gets  very  confusing. 

We  are  very  confused  trying  to  just  go  through  and  inventory 
how  much  money  is  spent  by  the  various  Federal  agencies  and  on 
what  programs,  so  what  we  have  done  is,  over  the  past  3  months, 
embarked  on  a  really  comprehensive  review  and  analysis  of  tour- 
ism programs  at  the  Federal  level. 

We  have  begun  inventorying  what  each  Federal  agency  does,  we 
have  begun  assessing  what  they  do  and  if  they  are  effective  in 
what  they  do.  We  have  begun  focus  grouping  our  constituents  and 
our  consumers  to  find  out  if  there  is  a  particular  program  that  is 
very  well  received  that  nobody  knows  about  it  or  is  there  a  particu- 
lar program  that  is  not  effective  at  all  so  we  can  have  a  better 
grasp  on  what  the  Federal  Government  does  in  the  area  of  tourism 
promotion  and  development. 

A  report  will  be  completed  at  the  end  of  April,  beginning  of  May 
and  will  be  sent  to  the  Vice  President  to  be  included  in  his 
reinventing  Government  report  which  will  be  sent  to  the  Congress 
for  action. 

Just  from  the  preliminary  focus  groups,  we  are  finding  out  there 
is  a  great  deal  of  confusion,  especially  at  the  city  level  and  the 
State  level  because  people  are  very  confused  as  to  where  to  turn. 
Unfortunately,  if  they  call  USTTA  for  assistance,  we  may  be  able 
to  help  them  in  one  particular  area,  but  if  they  need  help  in  an- 
other area,  we  are  limited  on  what  we  can  do,  we  find  there  is  a 
lot  of  duplication  and  there  needs  to  be  better  coordination  and  a 
streamlining  and,  hopefully,  a  lead  agency  on  tourism  so  that  the 
constituents  and  the  consumers  will  be  better  served  by  the  Fed- 
eral Government  and  the  money  that  is  being  spent  by  these  Fed- 
eral agencies  will  be  better  spent  as  well.  So,  that  is  a  major  pro- 
gram we  have  embarked  on  and,  hopefully,  will  have  conclusion  on 
it  in  a  timely  manner  and  copies  will  be  available  as  soon  as  they 
are  finished. 

The  other  issue  that  is  very  important  that  we  are  working  on 
is,  as  you  know,  the  President  announced  that  we  will  be  holding 
a  White  House  conference  on  tourism  which  is  the  first  such  an- 
nouncement of  an  industry-specific  conference  in  12  years.  The 
President  and  the  Secretary  do  recognize  the  importance  of  this  in- 
dustry, the  potential  for  job  creation,  the  economic  development  as- 
pects of  it,  the  fact  that  it  is  the  second  largest  industry  in  the 
country,  and  will  probably  be  number  one  by  the  year  2000.  It  cre- 
ates over  6  million  jobs  for  our  country. 

The  other  myth  that  we  need  to  address  in  this  White  House  con- 
ference is  the  myth  that  tourism  jobs  are  low  wage  jobs,  they  don't 
pay  well  as  compared  to  other  sectors  of  the  economy.  But  the 
Travel  Industry  Association  just  released  a  report  that  shows  that 
the  tourism  jobs  pay  equal  to  or  greater  than  the  average  manufac- 
turing job,  and  the  trend  line  is  going  up.  So,  we  started  here,  we 
are  now  here,  and  we  are  going  up  while  the  rest  of  the  manufac- 
turing segment  of  the  economy  is  staying  the  same. 

But  there  are  a  lot  of  issues  like  this:  The  fact  that  it  is  the  first, 
second,  or  third  largest  employer  in  37  States,  the  fact  that  the 
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number  of  tax  revenues  that  are  generated  by  this  industry  and 
people  employed  in  spin-off  industries  as  relate  to  the  tourism  in- 
dustry. All  these  issues  we  feel  need  to  be  focused  and  addressed 
so  people  will  have  a  better  understanding  of  its  impact  and  a  bet- 
ter understanding  of  how  it  can  be  helpful  to  local  economies  and 
how  we  at  the  Federal  Government  level  and  those  at  the  State 
and  local  government  levels  can  also  tap  into  what  is  available  both 
by  the  industry  and  by  the  public  sector  of  government  in  this 
country.  So,  those  are  some  of  the  major  areas  that  we  are  working 
on. 

I  will  tell  you  that  Under  Secretary  Farmer  has  a  great  deal  of 
experience  in  working  with  the  private  sector  and  we  are  going  to 
tap  into  that  and  use  it  in  three  particular  areas — rural  tourism 
promotion,  as  Todd  was  just  talking  about,  multicultural,  which  is 
certainly  one  of  the  strengths  of  this  country,  and  then  ecotourism 
which  Congressman  Lancaster  was  talking  about. 

As  we  do  research  and  surveys  throughout  the  world,  we  find 
that  those  are  the  areas  that  are  most  appealing,  those  are  the  par- 
ticular areas  that  are  most  appealing  to  international  visitors.  A  lot 
of  international  visitors  are  particularly  interested  in  ecotourism 
and  have  now  also  realized  that  the  uniqueness  of  America  is  the 
many — is  diversity  of  this  Nation  and  there  are  so  many  particular 
areas  of  the  country  that  they  are  not  aware  of  that  we  need  to  tap 
into,  which  I  guess  can  be  summed  up  in  one  way  which  is:  We  can 
have  the  greatest  attractions,  we  can  have  the  most  wonderful  peo- 
ple, but  unless  they  are  marketed,  unless  Todd's  OuR-TOWN  Pro- 
gram  is  marketed  properly  through  our  international  offices  and  in 
conjunction  with  the  private  sector  partnering  with  the  airlines  and 
the  hotels  and  other  industries,  no  one  will  know  about  it,  they 
can't  participate  or  partake  of  it. 

We  need  to  do  a  better  job,  and  that  is  where  our  focus  will  be, 
on  marketing  the  United  States,  in  conjunction  with  the  private 
sector  and  the  cities  and  the  States. 

I  will  say  we  have  embarked  on  a  very  aggressive  outreach  pro- 
gram. Craig  and  I  have  been  in  10  States  since  December  attend- 
ing Grovernors  conferences,  meeting  with  local  industry  leaders  and 
tourism  officials,  talking  about  how  we  can  better  work  together 
because  there  is  a  great  deal  of  opportunity  for  this  industry  and 
for  this  agency,  but  we  just  have  to  do  a  better  job  of  coordinating 
it  and  marketing  it  so  we  can  all  reap  the  benefits. 

Chairman  Bilbray.  Mr.  Lancaster. 

Mr.  Lancaster.  No  questions.  Thank  you. 

Chairman  Bilbray.  I  will  just  make  one  comment.  It  is  my  hope 
out  of  the  National  Conference  on  Tourism,  too,  that  we  create 
some  sort  of  department  to  bring  everybody  together.  In  my  mind, 
it  would  probably  be  because  of  the  turf  battles  that  go  on,  it  is 
probably  going  to  have  to  be  an  independent  department  where  you 
bring  USTTA,  Department  of  Agriculture,  and  other  areas  to- 
gether, and  probably  housed  under  Commerce,  but  maybe  under 
Agriculture  or  maybe  under  somebody  else.  So,  hopefully,  we  will 
get  this  done. 

We  are  anxiously  awaiting  your  report  so  we  can  see  what  your 
plans  are  and  how  reinventing  Government  and  what  you  can  be 
doing. 
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So  thank  you,  Mr.  Jones,  Mr.  Landfried,  and  thank  you  for  com- 
ing to  Las  Vegas  and  updating  us  on  what  is  going  on  in  your  two 
departments. 

Chairman  Bilbray.  At  this  time,  I  would  hke  to  call  on  Mr. 
Broadbent,  Mr.  Cortez,  and  Mr.  Hanks,  if  they  would  please  come 
forward  for  the  next  panel.  Oh,  and  Mr.  Tait  and  Mr.  Stein.  I  didn't 
look  at  page  2. 

Manny,  I  would  like  you  to  maybe  start  because  you  probably 
heard  the  testimony  of  USTTA  and  the  Department  of  Agriculture, 
with  their  OuR-TOWN  Program,  and  with  their  computer  program, 
and  to  reach  out  for  reservation  center  and  so  forth.  I  would  like 
to  hear  some  comments  on  that  before  you  start  your  prepared  tes- 
timony. 

TESTIMONY  OF  MANUEL  J.  CORTEZ,  PRESIDENT  AND  CEO, 
LAS  VEGAS  CONVENTION  &  VISITORS  AUTHORITY 

Mr.  CoRTEZ.  Thank  you.  Congressman.  I  will  be  happy  to  do 
that. 

For  the  record,  I  am  Manuel  Cortez,  president  and  CEO  of  the 
LVCVA  here  in  Las  Vegas.  I  watched  the  presentation  made  by 
USDA,  and  I  thought  it  was  very  interesting.  We  are  subscribing 
presently  to  an  ORG  travel  file  which  reaches  out  about  40,000- 
plus  travel  agents  around  the  country,  and  is  rapidly  growing. 
What  we  do  with  those  travel  agents  now  is  provide  them  updated 
information  on  a  regular  basis  so  that  they  can  bring  it  up  on  their 
computer  when  they  have  a  request  for  a  destination  in  the  south- 
west and  particularly  Las  Vegas.  Our  primary  thrust,  however,  is 
to  the  travel  agents  and  the  tour  wholesalers. 

This  ORG  file  also  reaches  out  to  about  20,000  or  so  consumers 
and  is  growing  on  a  regular  basis.  The  costs  of  this  thing,  which 
is  relatively  new,  and  is  not  as  sophisticated  as  the  file  here — for 
example,  it  doesn't  give  you  a  video  clip  of  people  skiing,  but  it  does 
provide  updated  information  on  activities,  new  hotel  rooms,  num- 
ber of  hotel  rooms,  restaurants,  shows,  who  is  playing  where  on  a 
given  date.  It  is  about  $10,000  a  year  to  the  authority.  We  can  ex- 
pand that  to  include  individual  properties. 

There  is  also  a  private  communications  network,  computer  net- 
work that,  if  you  are  a  computer  hack  at  home,  you  can  subscribe 
to  and  get  information  on  a  regular  basis  about  Las  Vegas  as  a  des- 
tination. 

With  regard  to  the  USTTA,  we  are  supportive  of  the  USTTA,  al- 
ways have  been.  We  think  they  do  a  good  job  as  far  as  it  goes.  For 
our  purposes  as  a  major  bureau,  we  have  the  ability,  the  unique 
ability  to  advertise  and  market  Las  Vegas,  Clark  County  as  a  des- 
tination all  over  the  world  by  ourselves. 

Chairman  BlLBRAY.  What  is  your  budget  for  that? 

Mr.  CoRTEZ.  Well,  our  marketing  budget  right  now  for  entire 
purposes  is  a  little  over — our  advertising  budget  is  a  little  over  $16 
million  annually.  Our  marketing  budget  is  $25  million.  That  in- 
cludes salaries  and  et  cetera.  In  our  international  market,  we 
spend  about  6  percent  of  that  or — well,  a  little  over  $6  million,  let 
me  look  here,  it  is  $1.6  million  we  spend  advertising  Las  Vegas 
internationally. 
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Our  target  is  because  of  the  cost  related  to  dealing  with  consum- 
ers, it  becomes  very,  very  expensive,  so  we  target  tour  travel  whole- 
salers, small  corporations,  and  travel  agencies.  USTTA  helps  us  in 
that  they  generate  some  very  accurate  information  on  a  regular 
basis  that  allows  us  to  know  where  we  stand  in  terms  of  the  rest 
of  the  world  in  attracting  international  visitors.  We  think,  however, 
personal  opinion,  that  hiding  behind  the  Marine  Corps  in  an  em- 
bassy is  counterproductive. 

For  our  purposes,  USTTA  should  be  dealing  more  to  the  consum- 
ers, they  should  be  available  so  that  people  can  drop  in  if  they  are 
thinking  of  coming  to  the  USA.  They  have  their  Visit  USA  semi- 
nars, and  once  having  whetted  the  appetite  of  somebody  to  travel 
into  the  United  States  and  not  being  able  to  find  any  information 
without  having  to  go  through  the  embassy,  we  think,  is  counter- 
productive. 

Basically,  we  support  USTTA.  We  think  they  do  a  good  job  and 
their  budget  should  be  increased.  They  have  helped  us  in  other 
parts  of  the  country.  They  do  belong  as  indicated  here.  I  think  that 
South  Korea  is  a  good  place  for  them  to  be.  South  America  is  a 
growing  market,  at  least  for  Las  Vegas  and  Clark  County,  and  we 
think  they  should  be  there  as  well. 

Chairman  BiLBRAY.  Thank  you.  Anyway,  I  will  let  you  start  your 
prepared  testimony  unless  that  was  your  prepared  testimony. 

Mr.  CoRTEZ.  Well,  in  the  interests  of  time.  Congressman,  it  can 
be.  We  have  provided  for  you  under  separate  cover,  obviously,  some 
back-up  information.  I  hope  you  have  received  it  and  have  had  an 
opportunity  to  go  over  it.  I  will  not  belabor  the  point. 

What  I  would  like  to  do  and  because  of  the  time  constraints,  is 
just  kind  of  highlight  a  couple  of  things  that  I  think  are  important 
in  that  testimony.  You  will  be  hearing  from  Mr.  Broadbent  and  Mr. 
Hanks  later.  A  lot  of  our  testimony — a  lot  of  our  recommendations 
will,  I  think,  echo  what  they  are  about  to  say. 

But,  first,  let  me  say  that  statistically  in  1993,  we  had  23.5  mil- 
lion people  visit  Las  Vegas  as  a  destination,  which  is  a  substantial 
increase  over  the  previous  year.  About  15  percent  were  inter- 
national visitors.  That  translates  to  about  $1.5  billion  that  those 
international  visitors  left  in  the  Las  Vegas  economy  in  1993. 

By  comparison,  in  1987,  our  international  visitors  were  about  1.3 
million.  In  1987  dollars,  that  translates  to  about  $469,000  that 
were  left  here,  so  you  see  that  our  market,  the  international  seg- 
ment of  our  market  is  growing  as  rapidly  if  not  more  rapidly  than 
our  domestic  market.  To  give  you  an  idea  where  foreign  visitors  are 
coming  fi*om,  in  1992,  our  top  five  international  markets  were  Can- 
ada, with  1.25  million  visitors,  Grermany  with  213,000  visitors, 
Japan  with  157,000  visitors,  the  United  Kingdom,  with  138,000 
visitors,  and  Mexico  with  117,000  visitors. 

Those  markets  are  increasing.  The  Mexican  market,  for  example, 
our  projections  are  that  they  will  be  increasing  dramatically  over 
the  next  several  years,  and  to  that  extent  in  our  new  marketing 
plan  which  you  will  see  in  your  backup,  we  have  dedicated  some 
additional  emphasis  on  that  market. 

We  have  recently  hired  some  people  on  our  staff  to  go  down  into 
Mexico  and  South  America  to  try  and  promote  Las  Vegas  and 
Clark  County  into  that  marketplace.  We  think  it  is  a  veritable  fer- 
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tile  place  for  us  to  be  at  the  present  time,  so  we  have  put  an  added 
emphasis  on  that. 

How  does  that  translate  into  employment?  According  to  the  Ne- 
vada employment  services,  by  the  end  of  1993,  138,000  people  were 
directly  employed  by  gaming,  hotel,  and  recreation  in  Clark  Coun- 
ty. These  jobs  comprise  a  full  30  percent  of  the  work  force;  that  is, 
30  percent  of  our  work  force  is  directly  employed  in  travel  and 
tourism  and  gaming.  That  makes  tourism  the  largest  single  em- 
ployer in  Clark  County,  according  to  our  numbers.  By  comparison, 
the  retail  industry  is  the  second  largest  employer,  and  they  are  17 
percent  of  the  market. 

Now,  it  is  important  to  note  that  this  30  percent  does  not  include 
the  support  jobs,  the  ancillary  jobs  like  construction,  the  construc- 
tion industry,  the  transportation  industry  that  have — those  jobs  are 
created  to  support  the  tourism  industry,  so  you  will  see  that  for 
every  tourism  dollar  which  includes  direct  expenditures  on  food, 
room,  entertainment,  sight-seeing,  there  is  an  additional  42  cents 
spent  on  related  services. 

The  point  I  am  trying  to  make  here  is  that  the  tourism  dollar  is 
very,  very  important  to  the  economy  of  southern  Nevada.  Make  no 
mistake  about  it,  we  are  a  gaming  destination,  we  are  a  tourism- 
related  destination,  and  we  are  very,  very  cognizant  of  that  and  are 
always  in  the  forefront  trying  to  continually  enhance  that. 

In  the  backup,  you  will  note  that  we  are  doing  some — the  mar- 
keting plan,  what  we  are  doing,  what  we  have  done  to  date  and 
what  we  hope  to  do  to  position  Las  Vegas  and  southern  Nevada  as 
a  premier  resort  destination  in  the  country.  That  includes  some  co- 
operative agreements,  unfortunately,  that  they  don't  know  about  it 
yet,  but  the  State  of  Arizona  has  graciously  donated  the  Grand 
Canyon  to  Las  Vegas,  and  we  use  that  as  a  gateway.  Most  of  the 
people  who  fly  to  see  the  Grand  Canyon  really  make  a  stopover 
here  in  Las  Vegas  and  we  are  able  to  take  advantage  of  those. 

Our  foreign  offices,  as  I  indicated  earlier,  are  located  in  London, 
serving  the  United  Kingdom  and  Ireland,  Munich,  serving  Ger- 
many and  other  European  countries,  we  have  one  in  Tokyo  serving 
Japan  and  the  Pacific  Rim  countries.  We  have  two  local  offices  out- 
side of  the  city  of  Las  Vegas,  one  in  Washington,  DC  and  one  in 
Chicago.  Our  international  staff  works  with  travel  retailers,  as  I  in- 
dicated earlier,  and  makes  sure  that  Las  Vegas  is  included  in  all 
of  the  packages. 

What  that  boils  down  to,  very  frankly,  is  that  Las  Vegas  is  very, 
very  well  known,  it  is  a  very,  very  recognized  name  and  destination 
all  over  the  world.  It  is  due  in  large  part  to  our  efforts,  but  pri- 
marily to  the  efforts  of  the  resort  industry  and  our  community  here 
who  has  spent  the  billions  of  dollars  to  build  these  resorts  and  pro- 
vide these  activities  to  our  visitors. 

Mr.  Broadbent,  I  am  sure,  will  touch  on  the  fact  that  we  are 
working  very,  very  closely  with  McCarran  presently.  We  have  per- 
formed a  joint  air  service  task  force  which  I  am  sure  he  will  talk 
on  that,  but  that  is  something  we  are  doing  to  jointly  market  Las 
Vegas. 

It  is  very  important  for  us  as  marketing,  as  sellers  of  Las  Vegas 
as  a  destination  to  be  able  to  work  with  somebody  from  McCarran 
to  deal  directly  with  the  air  carriers  to  answer  the  types  of  ques- 
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tions  that  international  flagships  want  to  know  and  get  commit- 
ments from  before  they  will  commit  to  fly  direct  service,  whether 
it  is  scheduled  or  chartered,  into  Las  Vegas. 

As  you  know,  Las  Vegas  ranks  in  the  top  10  of  favorite  inter- 
national destinations.  Of  the  top  10,  Las  Vegas  is  the  only  one  that 
is  not  a  gateway  destination.  You  can't  pass  Customs  here  if  you 
want  to  come  to  Las  Vegas  from  Europe,  you  have  to  go  to  one  of 
the  other  gateway  cities,  and  yet  we  are  still  increasing  our  inter- 
national visitors  by  leaps  and  bounds,  in  fact,  surpassing  some  of 
the  other  destinations. 

In  our  marketing  plan,  you  will  see  that  we  rank  now  as  the 
number  five  international  destination  without  benefit  of  being  a 
gateway  city.  I  am  not  technically  cognizant  enough  to  be  able  to 
speak  to  the  bilaterals,  I  suspect  that  the  bilaterals  is  something, 
as  you  mentioned  earlier  in  your  opening  remarks,  Mr.  Chairman, 
that  is  very,  very  important  to  us — and  I  am  sure  Mr.  Broadbent 
and  Mr.  Hanks  will  cover  those — but  we  feel  that  if  we  are  to  be 
allowed  to  continue  to  sell  Las  Vegas,  it  is  important  that  we  get 
the  cooperation  particularly  with  the  airlines  because  as  we  go 
travel  more  and  more  into  international  destinations,  those  types 
of  questions  arise,  so  we  need  that  support  from  Congress. 

Finally — and  I  will  wrap  it  up  for  you  because  I  know  that  you 
have  a  lot  of  testimony.  My  other  testimony  has  been  for  the 
record — let  me  reiterate,  we  are  supportive  of  USTTA,  we  are  sup- 
portive of  the  airport  and  their  efforts  on  our  behalf. 

We  would  like  the  State  Department  or  Congress  to  take  a  look 
at  relaxing  some  of  the  standards  with  regard  to  entry  and  exit 
visas  for  some  of  our  international  travelers.  With  NAFTA,  that 
has  provided  some  problems  for  us  with  regard  to  getting  a  visa 
into  that  country,  into  Mexico  if  we  are  going  to  market  Mexico. 

Sometime  at  a  later  time,  I  will  be  more  than  happy  to  provide 
you  with  some  information  regarding  entry  and  exit  visas  because 
they  have,  in  some  instances,  retarded  travelers'  ability  to  come  to 
the  United  States. 

With  that,  I  will  conclude  my  testimony,  Mr.  Chairman.  Thank 
you  very  much  for  taking  the  time  to  come  here.  We  think  it  is  an 
important  part  of  us  being  able  to  market  Las  Vegas,  and  we  ap- 
preciate your  support. 

[Mr.  Cortez'  statement  may  be  found  in  the  appendix.] 

Chairman  Bilbray.  Thank  you.  I  would  appreciate  sometime  in 
the  future  getting  that  on  the  entry  and  exit  visas.  We  know  that 
has  been  a  problem  and,  hopefully,  as  time  goes  on — one  of  the 
problems,  of  course,  we  have  is  the  problem  with  immigration 
where  people  come  in  on  a  visitors  visa  and  never  go  home.  We  also 
have  problems  now  with  international  terrorism,  too,  so  sometimes 
we  have  overzealous  embassy  visa  officers. 

On  the  other  hand,  if  one  of  them  slips  by  and  ends  up  blowing 
up  the  World  Trade  Center,  then  they  want  to  hang  that  visa  offi- 
cer. So,  every  time  one  of  these  actions  takes  place,  it  gets  tougher, 
and  you  can  understand  the  problems  we  have  over  there  where  a 
lot  of  people  try  to  get  a  visitors  visa  and  just  come  in  this  country 
for  some  other  reason  than  really  being  a  tourist. 

Mr.  Broadbent. 
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TESTIMONY  OF  ROBERT  N.  BROADBENT,  DIRECTOR  OF 
AVIATION,  McCARRAN  INTERNATIONAL  AIRPORT 

Mr.  Broadbent.  Mr.  Chairman,  I  am  Robert  Broadbent,  director 
of  Aviation  for  the  Clark  County  Airport  System,  run  by  the  Clark 
County  Board  of  County  Commissioners  on  behalf  of  the  citizens  of 
Clark  County. 

First  of  all,  as  you  said,  I  would  like  to  put  our  statement  in  the 
record  and  make  a  few  offhand  comments. 

First  of  all,  we  would  like  to  thank,  I  think,  the  Federal  inspec- 
tion services  here  in  Las  Vegas.  Immigration,  Customs,  and  Agri- 
culture all  have  facilities  here  at  Las  Vegas  for  dealing  with  freight 
and  with  passengers  and  seem  to  be  able  to  expeditiously  handle 
our  travelers  that  have  to  clear  customs  presently  at  Las  Vegas 
and  for  the  handling  of  freight. 

We  would  like  to  thank  you  personally,  Mr.  Chairman,  for  your 
help  in  getting  us  our  Federal  trade  zone  approval  from  Commerce. 
We  understand  that  was  approved  last  week  and  it  is  and  will  be- 
come more  important  to  us  in  trade  as  we  try  to  develop  the  bene- 
fits that  a  free  trade  zone  gives  to  us  in  marketing  freight  and  sup- 
plies and  manufacturing  goods  as  they  come  into  America. 

I  think  we  previously  said  that — you  said  in  your  statement  that 
we  are  about  the  15th  busiest  airport  in  the  country,  and  I  think 
there  are  a  couple  of  interesting  statistics  that  may  be  important 
to  you  as  you  understand  the  opening,  for  instance,  of  11,000  hotel 
rooms  which  were  opened  last  year  means  to  McCarran  Inter- 
national Airport  somewhere  between  1.5  and  2  million  new  visitors 
to  Las  Vegas  through  our  airport.  It  also  means  the  subsequent  in- 
crease in  freight  and  the  rest  of  those  that  go  along  with  it. 

President  Cortez  of  the  Convention  Authority  talked  a  little  bit 
about  the  23.5  million  visitors  that  are  coming  to  Las  Vegas.  Forty- 
five  percent  of  those  visitors  come  in  by  air,  and  their  first  and  last 
look,  as  you  well  know,  of  Las  Vegas  is  McCarran  Airport. 

I  think  it  is  also  interesting,  as  Mr.  Cortez  said,  to  talk  about  the 
number  of  foreign  visitors  that  come  to  Las  Vegas.  Our  statistics 
show  that  international  foreign  visitors  from  overseas  through 
McCarran  Airport  were  about  1.8  million  people  last  year.  Now, 
that  is  not  counting  the  Canadian  and  Mexican  travelers  who  are 
among  the  top  five  travelers  into  Las  Vegas.  So,  they  are  an  impor- 
tant part  of  our  traffic. 

It  also  might  be  interesting  to  note  that  there  are  more  foreign 
visitors  come  overseas  to  Las  Vegas  than  go  to  places  like  Dallas, 
Chicago,  or  Boston  because  we  are  a  destination,  not  a  through- 
point,  which  many  of  those  places  are.  For  that  reason,  the  whole 
bilateral  process,  the  process  for  dealing  with  charter  passengers 
from  Mexico  and  from  Canada  becomes  increasingly  important  to 
all  of  us. 

In  the  comments  from  USTTA  I  think  all  of  us  support  that,  but 
I  would  like  to  recognize  that  for  the  last  2  or  3  years,  we  have 
had  to  encourage  the  USTTA  to  continue  to  gather  statistics  on  for- 
eign travelers,  where  they  come  from,  and  that  is  increasingly  im- 
portant to  us  and  to  the  convention  center  as  we  try  and  develop 
our  marketing  plans  for  how  we  would  market  ourselves  to  foreign 
visitors. 


21 

We  have  to  know  where  they  come  from,  and  we  have  to  be  able 
to  market.  USTTA  and  Immigration  are  increasingly  facing  budget 
problems,  and  one  of  the  first  things  they  want  to  cut  out  is  that 
statistic  gathering.  It  has  been  with  pressure  from  us  and  with 
your — certainly  with  your  good  help  that  has  been  able  to  keep  that 
statistics  flowing. 

I  would  like  to  talk,  if  I  could,  just  specifically  about  the  bilateral 
process.  Having  dealt  with  it  through  several  administrations,  I 
don't  think  this  is  a  partisan  issue  at  all,  but  I  think  the  bilateral 
process  is  broken  and  needs  to  be  fixed.  We  have  talked  a  Httle  bit 
in  our  testimony  about  the  cities  program  which  was  supported  by 
the  last  three  administrations  where  you  open  up  foreign  travel 
into  specific  cities,  but  absent  an  agreement  between  the  govern- 
ments, the  specific  governments  like  England,  Germany,  France, 
Italy,  and  Canada,  we  have  old  bilateral  agreements  that  just  don't 
work  in  modem  times. 

All  of  the  last  few  administrations  have  talked  about  open  skies 
where  there  would  be  free  access  for  airlines  in  and  out  of  foreign 
countries  into  the  United  States,  but  that  is  really  all  it  is,  is  talk 
right  now. 

The  bilateral  process,  by  and  large,  is  driven  by  large  inter- 
national American  airlines  who  are  able  to  convince  the  State  De- 
partment that  it  is  in  their  best  interest  to  protect  their  interests 
in  this  bilateral  process  without  giving  thought  to  the  importance 
that  travel,  direct  travel  has  to  a  market  such  as  ours,  direct  serv- 
ice would  have  to  a  market  such  as  ours. 

There  is  an  organization  called  US  Airports  For  Better  Inter- 
national Air  Service.  It  is  composed  of  airports  who  are  not  given 
as  much  direct  access  through  the  bilateral  process  because  of  the 
opposition  of  airlines,  even  though  they  have  the  broad  general 
support  of  the  communities  in  which  they  are  and  would  be  eco- 
nomic drivers  in  their  community  if  we  could  get  it. 

We  have  talked  a  lot  about  the  GATT  process  where  they  are 
talking  about  relaxing  foreign  trade  barriers  and,  to  me,  the  big- 
gest barrier  for  foreign  trade  from  international  areas  is  indeed  the 
bilateral  process,  and  it  really  needs  to  be  looked  at  and  really 
needs  to  be  changed  in  my  opinion. 

We  are  getting  a  lot  of  foreign  visitors.  They  are  coming  here, 
they  are  coming  through  other  gateways,  they  aren't  spending  as 
much  time  as  they  would  if  they  came  directly  here. 

We  are  hopeful  that  our  Canadian  charter  business  will  continue 
to  grow,  but  we  have  applications  from  a  number  of  airlines  for  di- 
rect service  into  Las  Vegas,  direct  regularly  scheduled  airports 
from  Canada  and  have  not  been  able  to  get  it..  We  do  have  a  good 
bilateral  agreement  with  Mexico,  and  our  Mexican  travel  is  in- 
creasing rapidly,  even  with  the  problems  they  have  with  visas  into 
the  country. 

I  would  hope  that  out  of  this  can  come  an  agreement  where  we 
will  be  able  to  open  up  our  process  into  Las  Vegas  to  handle  the 
traffic  that  is  already  coming  here  and  already  making  itself  avail- 
able of  the  entertainment  and  the  recreation  facilities  that  are  here 
in  Las  Vegas  and  in  our  surrounding  area  as  we  look  increasingly 
at  places  like  Grand  Canyon  and  the  color  country  in  Utah  which 
composes  the  Zion  and  Bryce  parks  and  even  Mammoth,  the  area 
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at  the  four  corners  where  there  are  broad  tourism  implications  and 
indeed  Las  Vegas  could  be  the  gateway  for  those  tourism  experi- 
ences which  an  increasing  number  of  foreign  visitors  want  to  enjoy. 

Again,  we  would  like  to  thank  you  for  calling  this  hearing,  and 
certainly  hope  that  it  will  lead  to  a  broader  opening  of  our  ability 
to  attract  and  take  care  of  the  foreign  visitors  that  come  here  and 
would  be  happy  to  work  with  you  and  members  of  the  committee 
as  we  continue  to  work  on  this  process. 

Thanks  again,  Mr.  Chairman. 

Chairman  BiLBRAY.  Thank  you,  Mr.  Broadbent.  When  we  finish, 
we  are  going  to  take  questions.  I  am  going  to  let  everybody  go 
through,  but  I  certainly  want  to  get  back  to  you  on  the  bilateral 
program  and  the  cities  to  cities  program  as  outlined  by  Mr.  Mur- 
phy and  get  into  particulars. 

[Mr.  Broadbent's  statement  may  be  found  in  the  appendix.] 

Chairman  BiLBRAY.  Mr.  Hanks. 

TESTIMONY  OF  JOHN  D.  HANKS,  ASSISTANT  DIRECTOR  OF 
AVIATION  FOR  COMMUNICATIONS,  CLARK  COUNTY  DEPART- 
MENT OF  AVIATION,  McCARRAN  INTERNATIONAL  AIRPORT 

Mr.  Hanks.  I  just  want  to  follow  up  from  Mr.  Broadbent's  com- 
ments. My  name  is  John  Hanks,  for  the  record.  I  am  the  assistant 
director  of  Aviation  for  Communications  at  the  Clark  County  De- 
partment of  Aviation  at  McCarran.  My  staff  and  I  are  responsible 
for  the  marketing  and  economic  development,  public  information, 
and  airport  services  for  the  airport. 

I  am  also  today  wearing  the  hat  of  Chair  of  the  Tourism  and 
Business  Development  Council  of  southern  Nevada  which  I  will 
touch  briefly  on  by  way  of  introduction  and  which  the  two  other 
gentlemen  on  the  panel  are  members  of.  But  let  me  summarize  my 
remarks  and  request  that  the  rest  of  them  be  entered  into  the 
record. 

Chairman  BiLBRAY.  Without  objection,  all  of  the  testimony  here 
presented  today,  this  panel  and  the  next  panel,  will  be  entered  in 
its  entirety  if  there  is  no  objection. 

Hearing  none,  it  will  be  entered. 

Mr.  Hanks.  Thank  you. 

This  latest  marketing  effort  began — we  have  done  many  things 
over  the  years  in  terms  of  attracting  new  service,  both  foreign  and 
domestic,  but  this  latest  push  began  at  Mr.  Broadbent's  prompting 
and  seeing  what  was  coming  and  the  support  of  the  board  members 
in  1990  to  attract  new  foreign  air  service  to  Las  Vegas  through 
McCarran  and  to  accommodate  the  growth  that  we  knew  was  com- 
ing. 

We  joined  forces  in  the  beginning  with  the  Las  Vegas  Convention 
and  Visitors  Authority,  recognizing  that  the  tourism  drives  the 
economy  and  that  the  tour  operators  are  the  ones  who  fill  the  air- 
planes. So,  we  got  together  with  the  Convention  Authority  and 
made  some  calls  on  foreign  airlines  to  see  what  the  market  might 
be  for  direct  air  service.  Even  today,  we  are  seeing  the  fruits  of 
those  labors  as  things  develop. 

We  discovered,  though,  that  the  tourism  people  in  Las  Vegas 
have  done  a  tremendous  job  over  the  years.  Everybody  knows  Las 
Vegas  around  the  world.  They  know  it  by  the  traditional  image. 
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which  has  sold  very  well.  The  air  carriers,  however,  the  seasoned 
travelers,  the  executives  of  the  airlines  generally  had  no  idea  that 
McCarran  Airport  had  the  scope  and  extent  of  international  capa- 
bility that  we  have,  so  in  1991,  we  hired  a  full-time  marketing 
manager  who  is  Claire  O'Brien,  she  is  here  with  us  today,  and  in 
1992  an  airline  consultant. 

We  began  educating  the  world's  airlines.  Now  they  know  that  we 
are  a  designated  class  A  port  of  entry,  we  have  24-hour  Customs 
and  Immigration.  We  have  world  class  runways.  We  are  just  ex- 
tending one  in  April,  which  will  be  the  second  longest  runway  in 
the  country,  second  only  to  Kennedy  by  66  feet. 

We  have  all  the  facilities  that  an  international  carrier  would 
need,  including  an  International  Air  Cargo  Center,  which  rivals 
any  in  the  world  with  expansion  plans  to  meet  any  eventuality.  We 
are  indeed,  we  feel,  the  new  American  gateway. 

But  an  interesting  dilemma  came  up  as  we  developed  the  mar- 
keting effort.  We  were  focusing  on  a  concept  called  passenger  yield 
which  is  the  gross  amount  of  money  an  airline  collects  per  pas- 
senger per  mile.  Now,  it  is  that  yield  that  airline  executives  look 
at  the  closest  when  they  are  contemplating  new  routes  or  reassign- 
ing existing  ones. 

The  average  yield  for  an  air  carrier  in  the  United  States  is  about 
11  cents  a  mile.  In  Las  Vegas,  it  is  closer  to  8  cents,  fully  a  third 
less  than  the  national  average,  and  in  some  cases,  in  fact,  in  most 
cases,  it  is  actually  below  the  cost  of  that  seat  mile  for  air  carriers. 
The  reason  for  that  is,  as  we  have  discussed.  Las  Vegas  is  a  popu- 
lar resort  destination,  generates  a  lot  of  discount  tour  groups  and 
individuals  with  a  lot  of  frequent  flier  tickets,  and  that  low  yield 
factor,  then,  creates  an  abnormally  high  load  factor  for  the  airline, 
the  load  factor  being  the  average  percentage  of  seats  filled  on  all 
their  flights. 

The  national  average  is  in  the  60's,  and  carriers  serving  Las 
Vegas  report  load  factors  up  into  the  80's  typically.  So,  in  other 
words,  a  lot  of  people  fly  to  Las  Vegas  than  anywhere  else,  but  they 
pay  less  to  do  it,  so  there  is  a  natural  reluctance  on  the  part  of  air- 
lines to  assign  additional  or  larger  aircraft  and  resources  to  Las 
Vegas. 

So  how  do  we  solve  that  problem?  Well,  one  way  is  to  raise  the 
cost  of  tour  packages.  If  I  don't  move  quickly,  Manny  will  jab  me 
in  the  side  because  that  is  not  the  pressure  in  the  tourism  busi- 
ness. We  want  to  keep  costs  low  to  the  traveling  tourist. 

The  other  side  of  the  coin,  then,  is  to  focus  on  increasing  the 
more  flexible  and  traditionally  more  lucrative  type  of  customers, 
the  business  traveler  and  his  cousin,  cargo  traffic.  So,  we  set  about 
working  closer  with  the  local  and  State  economic  development  enti- 
ties to  stimulate  all  segments  of  the  economy.  That  way,  we  create 
an  environment  that  is  attractive  to  airlines  and  at  the  same  time 
beneficial  to  tourism,  business  development,  and  air  and  ground 
transportation. 

That  ultimately  led  to  the  formation  in  1993  in  May  of  an  infor- 
mal group  that  we  have  named  the  Tourism  and  Business  Develop- 
ment Council  of  Southern  Nevada  with  representation  from  the  air- 
port, the  Convention  Authority,  Nevada  Development  Authority, 
the  county  economic  development  office,  the  Nevada  State  Commis- 
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sions  on  Tourism  and  Economic  Development,  and  the  Lieutenant 
Governor  sends  a  representative.  We  hope,  as  things  go  forward, 
that  we  include  many  other  interested  entities,  but  this  is  the  core 
group  in  the  beginning. 

I  have  included  a  list  and  a  description  in  our  statement.  Our 
mission,  though,  in  summary  is  to  initiate  efforts  to  strengthen 
business  development  in  the  tourism  industry,  to  provide  an  overall 
framework  that  will  acquire  and  support  broad  economic  develop- 
ment in  southern  Nevada.  We  are  interested  in  impacting  all  of  the 
economy. 

We  have  defined  economic  development  to  include  tourism,  busi- 
ness development,  transportation,  and  all  the  support  services. 
That  way,  we  increase  the  passenger  and  cargo  service  and  contin- 
ually boost  the  economy  in  an  upward  spiral  that  we  hope  to  keep 
going  indefinitely. 

Now,  I  have  listed  a  few  projects  that  I  won't  read,  but  we  are 
involved  after  a  survey  that  we  conducted  early  on  in  that  effort 
with  the  decisionmakers  in  town,  and  they  told  us  that  they  would 
support  the  effort  as  long  as  we  have  specific  projects  with  a  begin- 
ning and  an  end  with  identifiable  benefit  to  everyone  involved,  so 
the  foreign  trade  zone,  for  example,  is  one  of  those  efforts. 

Again,  I  will  add  my  thanks  to  you  for  moving  that  process  for- 
ward. 

We  are  trying  also  to  identify  companies  with  an  affmitv  to  the 
gaming  resort  industry  to  attract  them  to  southern  Nevada.  That 
was  NDA's  suggestion  for  a  project,  and  we  are  forming  liaison 
teams  with  trucking  companies  and  freight  forwarders,  and  we  are 
helping  airlines  develop  cost  modules  based  on  their  needs. 

As  Mr.  Broadbent  mentioned,  we  want  to  negotiate  extended  day 
stay  packages  so  those  Europeans  who  won't  come  in  with  a  daily 
flight  initially,  they  will  come  in  with  a  weekly  flight,  which  means 
that  you  have  got  to  have  a  7-day  package  and  something  for  a 
tourist  to  do,  and  that  benefits  both  gaming  and  the  tourism  side 
because  that  will  give  them  more  time  at  tne  facilities  as  well  as 
more  time  out  in  the  surrounding  areas  and  diversified  recreation. 
The  Economic  Development  Commission  is  developing  a  database 
not  unlike  but  not  as  sophisticated  at  this  point  as  the  one  you  saw 
earher  but  one  that  includes  a  current,  complete  and  accessible 
electronic  library  with  Nevada's  entire  business  climate  and  avail- 
able to  anyone  who  needs  it. 

Well,  we  at  the  airport  continue  to  support  this  council's  effort. 
We  are  going  to  continue  researching  the  opinions  and  making  sure 
we  are  on  track  with  those  who  make  the  decisions  and  can  help 
move  these  things  forward.  As  I  said,  the  two  panel  members  who 
follow  me  are  both  members— Tom  Tait  and  Dennis  Stein  of  this 
board— and  they  will  get  into  a  little  more  of  their  roles  separately 
and  on  the  council  as  well. 

So  we  realize  that  the  airport  plays  a  key  role  in  the  economy 
of  southern  Nevada.  As  Bob  said,  it  is  the  first  and  last  look  for 
a  lot  of  tourists  and  business  travelers,  too,  and  more  than  any 
other  entity,  we  touch  all  segments  of  the  economy,  so  this  effort 
seemed  to  be  a  real  good  fit. 

We  are  very  appreciative  of  the  support  that  the  different  enti- 
ties have  given  because,  as  we  look  at  it  and  as  we  try  to  visualize 
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what  the  future  is  going  to  be,  it  is  going  to  happen  only  if  we 
broaden  the  base,  and  if  you  look  around  right  now,  we  are  obvi- 
ously not  doing  too  badly  in  Las  Vegas.  We  are  in  a  boom  period 
in  fact,  but  we  do  need  to  look  down  the  road  and  protect  the  fu- 
ture, and  that  future  is  a  broader-based  economy,  and  one  that  will 
provide  more  attraction  to  the  airlines  by  way  of  business  and 
cargo  traffic  so  that  they  are  more  inclined  to  bring  in  the  air- 
planes that  have  seats  on  them  for  tourists.  So,  it  is  a  very,  we  feel 
a  very  potentially  successful  effort  and  we  continue  to  support  it. 

We  would  ask  for  your  support  in  that  effort,  so  that  when  we 
have  activities  that  require  some  support  from  the  congressional  of- 
fices or  some  of  the  State  offices,  we  have  meetings  and  briefings 
with  airlines  and  with  different  groups  who  are  interested  in  com- 
ing here,  we  will  need  to  have  that  kind  of  leverage  to  break- 
through, it  is  a  new  paradigm  shift — pardon  the  cliche — but  it  is 
a  whole  new  way  of  thinking  for  a  lot  of  tour  operators  and  a  lot 
of  airlines. 

It  is  not  a  traditional  gateway  at  this  point,  it  is  a  new  gateway, 
but  it  has  every  capability,  in  fact,  a  lot  of  advantages  over  other 
gateways  that  they  are  now  coming  to  realize.  Claire  has  steered 
a  very  effective  on  a  reasonably  limited  budget  advertising  cam- 
paign to  make  the  world's  airlines  aware  of  what  we  have  on  the 
other  side  of  Las  Vegas,  and  it  is  working  very  well  and  now  we 
are  ready  to  move  into  the  next  phase,  which  is  to  target  some  spe- 
cific airlines  and  make  it  happen,  and  I  think  without  having  a 
crystal  ball,  that  we  will  see  some  things  happen  within  the  next 
year  or  so,  and  we  will  get  some  new  air  service  in  Las  Vegas. 

I  would  be  glad  to  answer  any  questions  when  we  are  finished. 
Thank  you  very  much. 

Chairman  BiLBRAY.  Thank  you,  Mr.  Hanks. 

[Mr.  Hanks  statement  may  be  found  in  the  appendix.] 

Chairman  Bilbray.  Mr.  Tait. 

TESTIMONY  OF  THOMAS  C.  TAIT,  EXECUTIVE  DIRECTOR, 
NEVADA  COMMISSION  ON  TOURISM 

Mr.  Tait.  Thank  you,  Mr.  Chairman. 

For  the  record,  I  am  Thomas  Tait,  the  executive  director  of  the 
Nevada  Commission  on  Tourism.  That  is  a  position  I  have  held  for 
the  past  year  and  three-quarters.  Prior  to  that,  I  was  the  director 
of  Domestic  and  International  Marketing  for  the  same  agency  for 
3  years. 

I  am  here  representing  today  Grovernor  Miller  and  the  Commis- 
sion on  Tourism  which  is  made  up  of  the  Lieutenant  Governor  and 
Mr.  Cortez,  his  counterpart  in  Reno,  Jay  Milligan,  and  six  rep- 
resentatives from  the  private  sector.  I  appreciate  very  much  the  in- 
vitation to  appear  before  you  today. 

I  just  will,  in  the  interests  of  time,  echo  my  support  of  the  com- 
ments made  by  Mr.  Cortez,  Mr.  Broadbent,  Mr.  Hanks,  and  others 
who  have  appeared  before  you,  and  Dennis  yet  to  come,  and  simply 
lend  support  to  a  few  items  that  were  touched  on  briefly.  The  first 
is  the  support  for  USTTA. 

USTTA  has  been  instrumental  in  assisting  the  State  of  Nevada 
and  indeed  Las  Vegas  and  Reno  for  many  years.  We  have  found 
our  relationship  with  the  offices  overseas  and  the  Washington,  DC 
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office  to  be  exemplary,  and  although  they  have  an  enormous  mis- 
sion and  only  approximately  $20  million  to  carry  that  mission  out, 
we  find  that  they  are  energetic  and  that  they  care  greatly  for  mak- 
ing sure  that  the  United  States  is  positioned  as  the  leading  des- 
tination for  foreign  visitation  in  the  world. 

We  know  that  they  have  some  shortcomings.  One  is  the  issuance 
of  visas,  and  although  the  Department  of  State  is  the  coordinating 
agency,  certainly  the  strength  of  USTTA  in  assisting  the  State  De- 
partment in  making  the  policy  as  relates  to  entry  and  departure 
visas  is  one  that  has  been  not  used  to  the  greatest  extent  that  it 
possibly  can  be,  and  we  would  like  to  support  USTTA's  involvement 
with  the  Department  of  State  in  strengthening  that  policy,  making 
visas  a  bit  more  easy  to  receive  in  those  countries  where  they  are 
required. 

We  would  also  like  to  add  our  support  for  the  concept  of  having 
store-front  offices  for  USTTA  in  their  offices  both  in  Asia  and  in 
Europe.  We  feel  that  embassy  offiices  are  extremely  diffiicult  to  ac- 
cess and  although  their  mission  to  meet  with  retailers  and  whole- 
salers is  still  able  to  be  carried  out  in  the  embassy  setting,  it  is  not 
as  desirable  as  it  would  be  in  a  commercial  setting  where  all  of  the 
retailers  and  wholesalers  have  direct  access. 

We  feel  that  the  mission  of  staffing  the  TPC  and  Secretary 
Brown  is  one  that  is  rightfully  placed  within  USTTA's  boundaries, 
and  we  support  Secretary  Brown  in  his  efforts  to  bring  USTTA  into 
the  forefront  with  respect  to  the  Tourism  Policy  Council. 

On  the  USTTA  banner,  we  would  like  to  lend  support  and  we 
know  that,  Chairman  Bilbray,  you  have  been  very  supportive  of  the 
White  House  conference  concept.  We  feel  very  strongly  that  the 
White  House  conference  will  lend  an  awful  lot  of  positive  leader- 
ship toward  the  mission  of  the  Tourism  Policy  Council  as  well  as 
add  some  strength  to  USTTA's  overall  mission,  both  domestically 
and  internationally. 

Last,  I  would  like  to  bring  to  your  attention  a  program  that  was 
presented  on  behalf  of  the  National  Park  Service  approximately  2 
years  ago  by  Chairman  Vento's  Subcommittee  on  Insular  Affairs 
which  dealt  specifically  with  the  Golden  Eagle  Passport.  At  that 
time,  I  think  it  was  called  the  America  the  Beautiful  Passport  Pro- 
gram which  provided  for  domestic  tourism's — an  initiative  for  do- 
mestic tourism  that  allowed  people  to  purchase  one  pass  that 
would  get  them  into  the  National  Park  Service  or  any  other  Fed- 
eral attraction  for  that  matter  that  charged  and,  just  by  paying  one 
price,  they  could  have  access  for  an  entire  vear. 

I  proposed  at  that  time  that  they  extend  the  concept  of  the  Gold- 
en Eagle  Passport  or  the  America  the  Beautiful  Passport  to  the 
international  marketplace,  such  as  a  Eurailpass  is  offered  to  Unit- 
ed States  citizens  abroad  where,  for  one  price  for  the  duration  of 
the  period  of  your  visit,  you  would  be  able  to  have  access  to  all  of 
the  Federal  parks  and  even  extend  that  application  to  include  State 
parks,  regional  parks,  and  local  parks  as  well  as  several  of  the  pri- 
vately held  attractions.  That  would  be  especially  attractive  in  a 
community  like  Las  Vegas  and  in  the  Reno  area  as  well. 

That  idea  seemed  to  be  of  interest  to  Chairman  Vento  and  to 
other  members  of  the  committee,  and  I  have  had  several  opportuni- 
ties to  have  further  correspondence  in  that  regard. 
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I  would  like  to  see  this  America  the  Beautiful  Passport  or  Cjolden 
Eagle  Passport  program  expanded  into  the  international  market- 
place by  mid- 1995.  We  in  Nevada  will  be  embarking  upon  a  pro- 
gram called  the  Discover  Nevada  Bonus  Book  which  we  hope  to  be 
able  to  interface  with  the  Golden  Eagle  Pass  or  America  the  Beau- 
tiful Pass  and  offer  our  program  overseas  in  our  jointly  shared  of- 
fices in  London  and  in  Tokyo  with  the  Las  Vegas  Convention  and 
Visitors  Bureau  in  1995  as  well. 

That  being  said,  I  will  be  happy  to  answer  any  questions  that 
you  have  after  the  conclusion  of  all  the  remarks. 

Chairman  BiLBRAY.  Thank  you,  Mr.  Tait,  I  appreciate  that. 

[Mr.  Tait's  statement  may  be  found  in  the  appendix.] 

Chairman  BiLBRAY.  Mr.  Stein. 

TESTIMONY  OF  DENNIS  STEIN,  PRESIDENT  AND  CEO,  NEVADA 
DEVELOPMENT  AUTHORITY 

Mr.  Steen.  Thank  you.  For  the  record,  my  name  is  Dennis  Stein. 
I  am  president  and  chief  executive  officer  of  the  Nevada  Develop- 
ment Authority. 

The  Nevada  Development  Authority  is  a  private  nonprofit  organi- 
zation which  fosters  and  promotes  economic  diversification  here  in 
southern  Nevada.  A  major  facet  of  this  diversification  is  the  contin- 
ued development  and  expansion  of  international  trade  in  the  great- 
er Las  Vegas  area.  Increasing  emphasis  is  being  placed  on  ways  to 
increase  the  export  of  Nevada  goods  as  well  as  to  encourage  the  es- 
tablishment of  facilities  of  foreign-based  firms  in  the  Las  Vegas 
area. 

NDA's  charter  calls  for  it  to  establish,  operate  and  maintain  one 
or  more  federally  approved  foreign  trade  zones  within  the  State  of 
Nevada  for  the  purpose  of  enhancing  economic  and  business  condi- 
tions and  expanding  international  trade  opportunities  for  the  busi- 
ness and  citizens  of  the  State. 

In  1986,  foreign  trade  zone  number  89  was  established  by  the 
U.S.  Secretary  of  Commerce  with  NDA  being  the  Hcensee.  The  for- 
eign trade  zone  is  shaping  Las  Vegas  into  an  international  business 
destination.  The  last  6  years  have  produced  dramatic  increases  in 
levels  of  activated  and/or  managed  operator  space  in  foreign  trade 
zone  number  89,  fi-om  the  initial  5,000  square  feet  in  1986  to  over 
200,000  square  feet  being  occupied  in  1993.  There  are  22  inter- 
national and  more  than  35  domestic  companies  consulting  with  and 
utilizing  the  foreign  trade  zone  today. 

McCarran  International  Airport  plays  an  ever-expanding  role  in 
the  development  of  the  business  community.  Its  importance  to  the 
tourism  and  convention  segment  of  the  economy  is  well  docu- 
mented. Its  importance  to  other  segments  of  the  economy  is  per- 
haps not  as  well  documented  but  is  just  as  real. 

The  convenience  of  easy  access  to  McCarran  and  the  great  num- 
ber of  flights  connecting  Las  Vegas  to  most  major  U.S.  cities  is  an 
important  sales  tool  in  marketing  southern  Nevada.  Recent  efforts 
focused  on  attracting  direct  flights  into  Las  Vegas  from  overseas 
have  been  very  encouraging.  Foreign  carriers  cite  the  existence  of 
an  on-airport  foreign  trade  zone  as  an  important  factor  in  their 
analysis  of  new  U.S.  routes.  An  expanded  zone  with  inside-the- 
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fence  access  for  these  carriers  would  significantly  enhance  the  ef- 
forts to  attract  these  carriers  into  the  Las  Vegas  market. 

With  this  in  mind,  NDA's  current  goals  include  the  expansion  of 
foreign  trade  zone  89  to  include  McCarran  International  Airport 
and  to  increase  the  use  of  the  entire  Las  Vegas  foreign  trade  zone. 

Thanks  again  to  our  congressional  delegation  and  to  you,  Con- 
gressman Bilbray  in  particular,  for  assisting  with  this  application 
and  approval.  Thanks  to  your  efforts,  the  goal  has  now  been 
achieved. 

Through  expansion  of  the  zone  boundaries,  the  establishment  of 
additional  business  operations  in  the  Las  Vegas  area  will  be  expe- 
dited, resulting  in  additional  capital  investment  and  the  creation  of 
new  job  opportunities,  both  within  and  outside  the  foreign  trade 
zone. 

NDA  is  also  an  active  member  of  the  Tourism  and  Business  De- 
velopment Council  of  Southern  Nevada  which  Mr.  Hanks  referred 
to  earlier.  The  council  was  formed  to  foster  an  effective  working  re- 
lationship between  the  tourism,  gaming,  resort  industry,  economic 
development  organizations  and  the  transportation  service  develop- 
ment interests,  to  promote  and  foster  the  development  of  southern 
Nevada  as  a  business  and  industrial  center,  encourage  the  develop- 
ment of  the  Las  Vegas  territory  as  a  world  class  resort  destination, 
to  promote  local,  national  and  international  awareness  of  the  Las 
Vegas  territory  as  a  world  class  resort  destination,  and  to  establish 
a  program  to  monitor  and  report  on  legislation  affecting  business 
development  and  tourism. 

NDA  is  committed  to  continuing  its  efforts  to  provide  new  and 
diversified  job  opportunities  for  the  citizens  of  southern  Nevada 
and  appreciates  the  support  from  our  elected  officials.  Our  joint  ef- 
forts have  attracted  many  fine  companies  to  our  area. 

The  public-private  partnership  that  exists  here  in  Nevada  is  very 
important  to  us  in  being  able  to  continue  to  attract  businesses. 
This  is  the  foundation  upon  which  our  economy  will  continue  to 
build  and  is  the  basis  for  the  State's  pro  business  attitude  which 
is  a  key  advantage  in  attracting  companies  that  we  are  trying  to 
actively  recruit. 

Our  elected  officials  and  public  leaders  are  accessible  and  recep- 
tive to  new  business  and  industry  which  makes  Nevada  unique 
among  many  of  our  competitors.  Together,  we  are  making  a  dif- 
ference, and  that  public-private  partnership  and  the  support  we  get 
from  our  congressional  delegation  and  you.  Congressman  Bilbray, 
is  critically  important.  The  partnership  that  we  forged  between  the 
gaming  industry,  the  tourism  industry,  and  economic  development 
is  critically  important. 

As  Mr.  Hanks  mentioned  earlier,  the  airlines  in  their  analysis  of 
gateway  cities  to  service  look  at  the  cost  per  mile  which  includes 
the  business  travelers  and  the  air  cargo.  We  cannot  have  just  the 
tourism  market  support  the  additional  flights  that  we  are  looking 
for.  We  feel  working  together  we  will  be  able  to  forge  the  combina- 
tion that  will  attract  these  companies. 

[Mr.  Stein's  statement  may  be  found  in  the  appendix.] 

Chairman  Bilbray.  Thank  you,  Mr.  Stein. 

Mr.  Stein.  Thank  you. 
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Chairman  BiLBRAY.  Starting  the  questioning,  Mr.  Broadbent,  Mr. 
Lancaster  who  stepped  out  for  a  second,  but  one  of  your  initial 
statements  was  that  the  entire  bilateral  process  has  broken  down. 
I  noticed  in  Mr.  Murphy's  statement  to  the  committee,  he  mentions 
the  fact  that  there  is  the  cities  to  cities  programs,  but  earlier,  be- 
fore this  hearing  started,  you  said  that  has  only  been  approved 
once  and  really  is  not  a  practical  solution. 

Could  you  expand  on  that  a  little  bit  or  what  do  you  think  we 
could  do  to  improve  this  situation? 

Mr.  Broadbent.  Well,  maybe  the  best  way,  Mr.  Chairman  and 
Mr.  Lancaster,  maybe  the  best  way  to  look  at  it  is  to  take  a  specific 
bilateral.  The  bilateral  that  we  have  between  Canada  and  the  Unit- 
ed States  we  have  been  trying  to  negotiate  a  new  bilateral  agree- 
ment there  for  the  last  3  years. 

That  bilateral  was  entered  into  probably  30,  40  years  ago.  It 
doesn't  meet  the  needs  of  the  growth  that  is  happening  in  both 
Canada  and  the  United  States,  the  trade  between  Canada  and  the 
United  States.  We  are  the  biggest  trading  partner  they  have  and 
they  are  the  biggest  trading  partner  we  have,  and  yet  we  have  a 
very  unsatisfactory  bilateral  process. 

The  only  way  we  are  able  to  get  direct  service  from  Canada  is 
through  chartered  flights.  We  bring  in  maybe  half  a  million  people 
a  year  into  Las  Vegas  all  on  Canadian  charters.  The  same  thing 
is  true  in  Canada. 

Chairman  BiLBRAY.  Where  is  the  problem?  Is  it  on  our  end  or  on 
the  Canadian  end? 

Mr.  Broadbent.  Well,  I  guess  the  main  problem  we  have  in  the 
Canadian  bilateral  is  the  influence  that  three  or  four  airlines  that 
now  service  Canada  have  over  the  bilateral  process  with  both  the 
State  Department  and  FAA,  and  the  Department  of  Transpor- 
tation. The  only  opposition  the  Canadian  government  wants  to 
start  the  bilateral  process  again,  United  States  Government  talks 
like  they  want  to  start  the  bilateral  process  again,  both  the  airports 
in  the  United  States  and  the  airport — the  bulk  of  the  airports  in 
the  United  States  and  the  bulk  of  the  airports  in  Canada  which  are 
now  being  privatized  all  want  to  start  the  bilateral  process. 

There  are  organizations  of  airports  both  in  the  United  States  and 
Canada  attempting  to  get  the  bilateral  process.  There  are  three  or 
four  airlines  who  presently  have  service  in  Canada  that,  in  my 
opinion,  have  been  able  to  stifle  the  bilateral  process  from  getting 
started  again. 

Mr.  Lancaster.  With  regard  to  your  charters,  how  do  you  handle 
Customs?  Do  those  charters  have  to  land  at  another  gateway  before 
they  come  here  or  is  it  possible  for  you  to  bring  Customs  officials 
in  to  handle  the  charter  flights? 

Mr.  Broadbent.  No,  we  are  actually,  what  do  you  call  it — we  are 
a  class  A  port  of  entry  right  now.  We  actually  have  Customs,  Immi- 
gration, and  Agriculture  here.  However,  in  the  case  of  Canada,  the 
bulk  of  our  passengers  that  come  in  from  Canada  are  precleared, 
although  we  do  have  Canadian  flights  that  actually  clear  customs 
here.  We  actually  have  a  full  FIS  facility  at  Las  Vegas,  and  so  Cus- 
toms or  the  Customs  or  Immigration  is  not  the  problem  here,  it  is 
the  bilateral  process  that  is  the  problem. 
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Mr.  Lancaster.  With  regard  to  your  free  trade  zone,  I  think  it 
is  a  very  important  announcement  that  Congressman  Bilbray  made 
today  of  the  expansion  of  that  zone  from  10  to  160  acres.  Do  you 
already  have  companies  committed  to  come  for  additional  manufac- 
turing assembling  in  light  of  this  announcement? 

Because  it  appears  to  me  that  the  biggest  problem  you  are  going 
to  have  is  to  create  some  sort  of  commercial  traffic  that  is  more 
profitable  to  the  airlines  than  the  tourism  traffic.  This  I  think  is 
an  important  step,  and  I  am  wondering  how  you  are  coming  in  at- 
tracting of  companies  to  your  trade  zone  for  simply  manufacturing. 

Mr.  Broadbent.  Well,  the  Nevada  Development  Authority  actu- 
ally has  a  contractor  that  handles  the  free  trade  zone,  and  they 
presently  have  space  in  our  present  cargo  building.  We  are  getting 
ready  to  build  another  cargo  building  which  would  be  in  the  free 
trade  zone  area,  and  they  are  talking  about  quadrupling  their 
space  with  the  idea  that  they  have  sufficient  number  of  interests 
from  parties  that  are  interested  in  using  our  free  trade  zone. 

Chairman  Bilbray.  I  think  what  Mr.  Lancaster  has  been  talking 
about  was  the  assembly  and  manufacturing.  I  don't  think  our  trade 
zone  will  be  doing  much  of  that. 

Mr.  Broadbent.  It  certainly  has  the  capability  and  is  doing  some 
of  it  right  now. 

Chairman  Bilbray.  A  lot  of  it  is  trucking,  isn't  it? 

Mr.  Stein.  Some,  but  we  are  also  doing  manufacturing  and  as- 
sembly in  the  zone.  Universal  Products  assembles  the  slot  ma- 
chines coming  in  from  Taiwan. 

Mr.  Lancaster.  I  would  think  with  an  expansion  from  10  to  160 
acres,  that  the  opportunities  for  assembly  and  manufacture  would 
take  a  quantum  leap  forward.  I  am  just  wondering  if  you  are  pre- 
pared and  are  there  efforts  under  way  to  expand  that  as  a  means 
of  generating  commercial  traffic  through  your  airport? 

Mr.  Steen.  The  short  answer  to  that  is  yes.  We  have  as  one  of 
our  focuses  that  segment  that  we  are  trying  to  attract,  and  we  are 
working  with  the  airport  to  actively  attract  those  type  of  compa- 
nies. 

Mr.  Lancaster.  Do  you  have  additional  land  available  in  the  im- 
mediate area  if  that  should  become  a  successful  effort  to  expand 
perhaps  for  a  significant  manufacturing  or  assembly? 

Mr.  Stein.  Within  those  160  acres,  there  is  enough  capacity  to 
build  faciHties  for  those  companies,  yes.  It  is  vacant  land,  basically. 

Mr.  Broadbent.  Then  right  across  adjacent  to  the  airport  is  an- 
other of  NDA's  free  trade  zones  that  has  a  number  of  facilities 
available  for  expansion,  too,  so  there  is  plenty  of  vacant  land  for 
expansion.  Yes,  we  would  love  to  get  those  kind  of  facilities  and  are 
working  hard  on  it. 

Mr.  Lancaster.  Thank  you. 

Chairman  BiLBRAY.  My  original  question  was  on  the  bilaterals, 
but  I  also  threw  in  the  question  on  the  city  to  city  pairing  market. 
In  Mr.  Murphy's  testimony,  he  says  first,  the  proposed  city  pair 
market  must  lack  existing  nonstop  or  single  plane  one-stop  service. 

I  presume  we  have  single  plane,  one-stop  service  that  is  available 
or  we  do  not  or  do  we  meet  the  requirements  to  put  ourselves  into 
that  city  by  city,  city  to  city?  — 
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Mr.  Broadbent.  In  most  cases',  we  fall  under  the  requirements 
for  the  city  pairs,  and  we  have  been  working  on  it,  and  I  think  that 
Mr.  Cortez  and  ourselves  are  both  optimistic  that  we  will  have 
some  limited  international  service  into  Las  Vegas  probably  from 
Europe  in  the  next  year. 

Chairman  Bilbray.  Did  somebody  answer  yes? 

Mr.  Broadbent.  Yes. 

Chairman  Bilbray.  One  of  the  things  when  I  first  talked  to  you, 
Mr.  Broadbent,  about  this  a  number  of  years  ago  is  that  under  the 
present,  if  I  understand  the  law,  the  present  law  says,  for  instance 
if  Lufthansa  is  allowed  so  many  gates  here  in  the  United  States 
and  I  guess  that  to  be  able  to  come  to  Las  Vegas,  even  if  they  ex- 
pressed a  view  to  come  here  other  than  charter  service — which  I 
guess  they  can  have  unlimited  charter  service,  practically  as  long 
as  we  have  room  for  them — ^but  if  they  wanted  to  come  to  Las 
Vegas,  they  are  going  to  have  to  give  up  a  gate  someplace  else. 

Is  that  correct? 

Mr.  Broadbent.  Yes,  that  is  correct.  It  is  primarily  because  we 
don't — there  has  been  an  attempt  by  the  administration,  the  past 
several  administrations  to  open  up  the  bilateral  process  in  what 
they  call  open  skies  where  an  airline,  if  they  wanted  to  fly  to  a 
community,  from  one  community  overseas  to  some  community  in 
the  United  States,  would  be  able  to  do  it. 

But  the  restrictive  agreements  you  have  in  the  bilateral  process 
are  becoming  increasingly  stricter,  and  I  think  an  example  of  that 
are  the  recent  negotiations  between  the  United  States  and  the 
United  Kingdom,  and  indeed  between  the  United  States  and 
France  and  the  United  States  and  Germany  where  there  is  a  reluc- 
tance on  the  part  of  foreign  governments  to  open  up  the  bilateral 
process  because  they  support  their  airlines. 

Their  airhnes  indeed  are,  in  some  cases,  owned  by  the  foreign 
governments,  and  as  they  change  that  and  as  more  agreements  are 
reached  between  foreign  airlines  and  United  States  airlines  like  the 
Northwest  KLM  agreement  and  the  U.S.  Air-British  Airways 
agreement,  there  will  be  a  more  natural  process  developed,  I  think, 
to  open  up  those  markets. 

But  at  the  present  time,  there  is  really  a  reluctance  on  the  part 
of  DOT  and  State  to  open  up  those  agreements,  particularly  be- 
cause they  feel  that  they  would  be  detrimental  to  the  United  States 
carriers  even  though  the  overall  benefit  would  far  outweigh  that. 

Chairman  Bilbray.  So,  the  biggest  one  we  look  at  right  now  in 
the  Las  Vegas  area  is  the  Canadian  which  I  think  would  also  affect 
North  Carolina  for  the  snow  birds  coming  there  for  the  winter.  The 
fact  is  that,  without  an  opening  up  of  the  bilattjral  agreements  with 
Canada,  we  are  not  going  to  see  anything  happen  in  the  near  fu- 
ture. 

Mr.  Broadbent.  Charlotte  is  one  of  the  airports  that  we  are  ac- 
tively working  with  in  the  whole  USA  United  States  better  inter- 
national air  service,  and  they  are  very  aggressive  and  very  good 
promoters  incidentally  in  trying  to  develop  their  airport  system  for 
the  benefit  of  North  Carolina,  in  that  North  Carolina  area. 

Chairman  Bilbray.  Mr.  Cortez,  we  have  heard  the  biggest  prob- 
lem facing  the  airports  of  course  is  the  bilateral  agreements  and 
opening  up  those  gates.  What  do  you  feel  in  the  tourism  area,  the 
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convention  area,  if  you  had  to  list — if  you  could  pick  and  be  dictator 
for  the  day  and  actually  get  rid  of  a  regulation  or  get  rid  of  some- 
thing that  is  bothering  you,  other  than  wide  opening  the  visa  per- 
mits because  we  do  have  other  problems  there,  that  you  have  to 
look  at?  Where  could  we  help  you  the  most? 

Mr.  CoRTEZ.  Well,  you  have  taken  away  the  one  example  I  want- 
ed to  use.  Mr.  Chairman,  I  think  for  our  purposes,  in  terms  of  our 
marketing  effort,  in  order  for  us  to  continue  to  grow  as  a  destina- 
tion, both  the  tourism  and  a  gaming  destination,  it  is  critical  for 
us  to  be  able  to  market  ourselves  in  the  international  market. 

One  of  the  key  factors  there,  of  course,  is  air  service  from  those 
destinations.  So,  I  think  we  are  supportive  of  the  airport  in  that 
regard,  and  I  think  if  yourself  and  your  colleagues  could  help  us, 
it  would  be  in  trying  to  make  the  international  market  carrier,  the 
international  air  carriers  a  little  more  receptive  and  a  little  more 
flexible  in  terms  of  providing  services  for  us. 

Then  of  course  another  key  ingredient  is  the  support  of  USTTA. 
They  do,  seriously,  fit  an  integral  part  in  helping  us  to  market  not 
only  in  the  United  States  but  Las  Vegas  and  other  parts  of  the 
countiy,  so  I  think  their  support  is  important  to  us  as  well. 

Chairman  BiLBRAY.  As  long  as  they  get  their  office  out  of  the  em- 
bassies, right? 

Mr.  CoRTEZ.  Well,  we  have  not  agreed  with  that.  For  our  pur- 
poses, Asia,  Korea  is  a  very  important  market  for  us.  We  think 
they  should  have  been  there.  USTTA  should  have  been  there  5 
years  ago.  We  have  been  in  that  marketplace  now  for  the  last  4  or 
5.  We  have  identified  that  as  one  of  our  target  areas  as  well.  Of 
course,  one  of  the  problems  coming  out  of  that  country  is  the  visa 
program. 

Chairman  BiLBRAY.  Well,  thank  you,  gentlemen.  We  have  one 
more  panel  that  we  have  to  take,  and  we  thank  you  for  taking  up 
your  morning  with  us.  Thank  you  again  and,  hopefully,  we  will  be 
able  to  get  some  help  on  these  bilateral  problems. 

I  do  have  a  statement  from  Senator  Bryan.  He  couldn't  be  here 
today.  But  without  objection,  I  will  enter  his  statement  in  its  en- 
tirety into  the  record. 

[The  prepared  statement  of  Senator  Bryan  appears  in  the  appen- 
dix.] 

Chairman  Bilbray.  We  also  have  a  representative  from  Senator 
Reid,  while  they  are  setting  up,  that  has  a  statement  he  would  like 
to  read.  We  will  let  him  do  it  right  now  if  he  would  like  to  do  it. 

TESTIMONY  OF  HUGH  FERREE,  SOUTHERN  NEVADA  RE- 
GIONAL REPRESENTATIVE  FOR  UNITED  STATES  SENATOR 
HARRY  REID,  APPEARING  ON  BEHALF  OF  HON.  HARRY  REID, 
A  UNITED  STATES  SENATOR  FROM  THE  STATE  OF  NEVADA 

Mr.  Ferree.  Thank  you,  Mr.  Chairman.  Good  morning.  My  name 
is  Hugh  Ferree.  I  am  a  southern  Nevada  regional  representative 
for  United  States  Senator  Harry  Reid,  and  although  the  Senator 
couldn't  attend  today's  committee  meeting,  he  would  like  to  make 
the  following  statement  to  the  committee: 

"Mr.  Chairman,  I  would  like  to  take  this  opportunity  to  commend 
you  for  holding  this  hearing.  I  cannot  think  of  a  better  location  to 
hold  hearings   regarding  the  Federal  Grovernment's  role  and  the 
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local  community's  role  in  the  issue  of  international  tourism  and 
international  commerce. 

lOver  the  last  few  years,  Las  Vegas  and,  for  that  matter,  the  en- 
tire State  of  Nevada  has  been  the  preeminent  leader  in  the  pro- 
motion of  both  international  tourism  and  international  commerce. 
Southern  Nevada  has  embarked  on  a  bold  new  age.  It  is  expanding 
its  horizons  in  many  different  directions.  Southern  Nevada  has  al- 
ways been  a  destination  for  families,  but  recent  efforts  have  pro- 
vided even  more  entertainment  opportunities  for  the  whole  family. 

"Mr.  Chairman,  as  you  are  well  aware,  the  last  year  in  Nevada 
has  resulted  in  the  addition  of  three  major  resorts  in  Las  Vegas 
and  the  addition  of  approximately  10,000  new  rooms.  The  addition 
of  these  properties  has  expanded  the  options  for  families  when 
choosing  a  vacation  spot.  I  am  not  only  referring  to  American  fami- 
lies. Internationally  southern  Nevada  has  become  the  resort  des- 
tination of  choice.  In  tandem  with  these  events,  the  increased  tour- 
ism has  brought  the  attention  of  the  international  business  commu- 
nity to  the  Las  Vegas  area. 

"As  I  have  mentioned,  southern  Nevada  has  always  been  a  resort 
destination  of  the  world,  but  additionally  has  become  a  cargo  des- 
tination of  the  world.  The  volume  of  cargo  moving  through  1  year 
the  Las  Vegas  International  Air  Cargo  Center  at  McCarran  is 
ample  evidence  of  that. 

'The  recent  events  to  which  I  speak  are  the  result  of  very  hard 
work  and  many  of  those  people  who  took  part  in  that  hard  work 
will  be  testifying  at  this  hearing.  It  has  happened  due  to  partner- 
ships formed  between  the  private  sector.  State  government  and 
local  government  and  the  Federal  Grovernment.  Coming  up  with  a 
grandiose  plan  for  economic  development  is  the  easy  part.  Imple- 
menting that  plan  takes  tremendous  effort  and  sacrifice.  Southern 
Nevada  has  proven  that  it  is  up  to  the  task. 

"This  hearing  will  provide  for  the  record  just  exactly  what  it 
takes  to  form  a  successful  plan  and  more  importantly  what  it  takes 
to  get  that  plan  off  the  ground. 

Thank  you."  This  was  presented  by  Senator  Harry  Reid. 

Chairman  Bilbray.  Thank  you  very  much.  Thank  the  Senator 
for  sending  us  his  record.  We  understand  his  busy  schedule. 

[The  prepared  statement  of  Senator  Reid  appears  in  the  appen- 
dix.] 

Chairman  Bilbray.  We  will  now  start  with  our  final  panel  begin- 
ning with  Maureen  Crampton  who  is  marketing  director  for  the 
Forum  Shops  which  has  done  me  immense  harm  over  the  years 
along  with  the  Fashion  Show  mall.  But  we  would  like  at  this  time 
to  start  with  Ms.  Crampton,  then  we  will  go  to  Diana  Aird,  and  we 
will  then  have  some  questions  for  you. 

Ms.  Crampton. 

TESTIMONY  OF  MAUREEN  CRAMPTON,  MARKETING 
DIRECTOR,  FORUM  SHOPS  AT  CAESAR'S 

Ms.  Crampton.  Thank  you.  Thank  you,  Mr.  Chairman.  For  the 
record,  my  name  is  Maureen  Crampton,  I  am  the  marketing  direc- 
tor of  the  Forum  Shops  at  Caesars.  We  are  very  pleased  to  be  able 
to  represent  small  business  today  in  this  arena. 
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In  reference  to  all  the  testimony  given  today,  we  at  the  Forum 
Shops  mirror  all  the  sentiment  and  testimony  given  in  response  to 
international  trade.  Just  to  give  you  a  brief  history  on  the  Forum 
Shops — and  I  believe  you  all  have  received  our  information  pack- 
ets— the  Forum  Shops  is  located  on  Las  Vegas  Boulevard  South  at 
Caesars  Palace  on  the  property  of  Caesars  Palace,  adjacent  to.  The 
site  is  just  north  of  the  Four  Comers — Las  Vegas  Boulevard  South 
and  Flamingo  Road — one  of  the  busiest  and  most  famous  intersec- 
tions in  the  world. 

The  project  type  is  a  specialty  retail  and  up-scale  complex,  and 
is  really  a  recreation  of  a  Roman  streetscape,  if  you  will.  It  is  ap- 
proximately 240,000  square  feet  of  gross  leasable  area,  360,000 
total  square  feet.  We  celebrated  our  grand  opening  on  May  1,  1992, 
and  we  have  already  over  70  specialty  retailers,  up-scale  res- 
taurateurs, including  Louis  Vuitton,  Plaza  Escada,  Gucci,  Guess, 
Gianni  Versace,  AnnTaylor,  and  Spago.  With  this  merchandise  mix 
as  a  sampling,  we  are  highly  focused  on  international  market  ap- 
peal which  brings  us  here  today. 

Over  one-third  of  our  retailers  enjoy  an  international  appeal  with 
several  having  headquarters  or  factories  in  other  countries.  Name 
recognition  plays  an  important  role  with  our  customer.  As  far  as 
our  customer  visiting  the  Forum  Shops,  they  feel  very  familiar  and 
acquainted  with  a  lot  of  the  names  that  are  represented. 

Ninety  percent  of  the  Forum  Shops  retailers  are  represented  by 
personnel  who  speak  a  second  language.  The  Forum  Shops  will  de- 
pend highly  on  the  international  consumer  for  future  sales  in- 
creases with  an  emphasis  on  Japanese,  Mexican,  European,  and 
Canadian  markets,  most  of  which  have  been  represented  and 
talked  about  today. 

As  far  as  sales  performance,  20  percent  of  the  Forum  Shops  an- 
nual sales  were  attributed  to  international/foreign  purchases  which 
equates  to  approximately  $40  million  in  1993.  The  Forum  Shops  is 
number  one  in  sales  performance  in  our  corporate  portfolio. 

As  far  as  traffic,  Las  Vegas  attracted,  as  discussed  before,  23.4 
milHon  visitors  in  1993  with  the  Forum  Shops  hosting  90  percent 
of  those  travelers.  We  boasted  very  high  figures  as  far  as  our  traffic 
counts  in  correlation  with  all  the  traffic  coming  into  Las  Vegas  last 
year.  Fifteen  percent  of  visitors  to  Las  Vegas  were  foreign,  14  per- 
cent of  the  Forum  Shops'  traffic  were  foreign  tourists,  so  you  can 
see,  we  really  do  depend  on  that  15  percent  as  previously  men- 
tioned in  statistics  of  that  international  foreign  traveler  at  the 
Forum  Shops. 

The  greatest  volumes  originated  from  Mexico  and  Japan.  We 
have  proposed  expansion  on  the  horizon,  with  a  ground  breaking 
of  summer  of  1994,  completion  estimated  for  spring  of  1995.  Our 
corporation,  Simon  Property  Group  Inc.,  which  is  out  of  Indianap- 
olis, sets  their  sights  on  expansion  out  of  the  United  States  and 
Mexico  as  well  as  France. 

In  summary,  regarding  the  trade  zone  opening,  this  can  only  en- 
hance not  only  our  retail  sales  but  our  customer  ba-se,  and  we  real- 
ly do  look  forward  to  enhancing  those  numbers  and  we  are  very  de- 
pendent on  that  kind  of  activity. 

Chairman  BiLBRAY.  Thank  you. 


35 

[The  prepared  statement  of  Ms.  Crampton  appears  in  the  appen- 
dix.] 
Chairman  Bilbray.  Ms.  Aird. 

TESTIMONY  OF  DIANA  AIRD,  AIRD  AND  ASSOCIATES 

Ms.  Aird.  Good  morning,  Mr.  Chairman.  Thank  you  for  the  op- 
portunity to  share  my  testimony  with  you  and  the  committee.  My 
name  is  Diana  Aird,  and  I  am  the  president  and  owner  of  the  full 
service  marketing  and  specializing  in  ethnic  marketing,  public  rela- 
tions and  publicity  firm  known  by  the  same  name  as  myself,  Aird 
&  Associates.  I  am  also  the  editor/publisher  of  southern  Nevada's 
first  ethnic  destination  guide,  having  been  contracted  by  R&R  Ad- 
vertising to  create  the  publication  on  behalf  of  the  Convention  Au- 
thority. 

I  have  been  a  resident  of  southern  Nevada  since  1983  and,  dur- 
ing my  residency,  I  would  say  that  my  experience  has  been  very 
vast.  I  faced  many  challenges.  In  the  correspondence  I  received  in- 
viting me  to  testify,  I  was  asked  to  share  my  experiences  and  the 
benefits  of  international  tourism  as  well  as  my  role  in  it,  so  I  will 
do  my  best  to  do  so. 

I  think  there  are  four  words  that  I  would  like  to  make  my  pres- 
entation on.  They  are  diversity,  inclusion,  parity  as  it  pertains  to 
the  committee  also  having  a  focus  on  procurement,  and  ultimately 
further  development,  especially  within  the  ethnic  community,  the 
business  community  geared  toward  the  field  of  tourism. 

Over  the  years  since  1983,  since  I  came  to  Las  Vegas,  originally, 
my  intent  was  to  secure  a  position  in  marketing,  hopefully  with  one 
of  the  gaming  properties  or  other  major  corporations  within  my 
field,  which  was  marketing.  I  have  2  degrees  in  that  field  as  well 
as  sales  and  business  education,  and  in  the  initial  years  when  I 
came,  it  was  very  difficult. 

What  I  found  at  that  time  was  that  Las  Vegas  was  rather  homo- 
geneous in  its  structure,  and  that  really  there  weren't  that  many 
opportunities  in  the  general  playing  field  and  certainly  even  more 
limited  when  the  focus  was  on  diversity.  Subsequently,  after  a  brief 
period  of  not  being  able  to  secure  employment,  I  then  used  the  next 
option,  which  was  to  establish  my  own  company,  and  I  give  you 
this  background  because,  in  establishing  my  company,  I  pursued  it, 
I  established  it  in  an  area  that  was  consistent  with  my  previous 
experience,  which  is  the  hospitality  industry,  providing  marketing, 
special  events  planning,  convention  services,  and  in  spite  of  all  my 
very  professional  efforts,  I  also  faced  a  lot  of  challenges. 

However,  within  the  last  few  years  with  the  expansion  of  south- 
ern Nevada's  focus  to  include  more  efforts  -in  the  area  of  inter- 
national marketing,  I  found  that  equally  my  opportunities  and  that 
of  my  firm  also  increased,  which  leads  me  to  conclude  that  expand- 
ing our  scope  in  the  area  of  international  marketing,  including 
more  diversity  from  the  ethnic  and  the  cultural  standpoint  in  those 
efforts,  I  believe  would  in  the  long  run  be  beneficial  to  small  busi- 
nesses such  as  myself  as  well  as  the  community  as  a  whole. 

I  think  that  the  fact  that  after  years  of  advocacy  in  that  area, 
that  the  Convention  Authority  also  agreed  and  in  tneir  agreement 
as  well  as  in  our  agreement,  they  secured  my  firm  to  assist  in  ex- 
panding that  focus,  reaching  out  to  the  culturally  and  ethnically  di- 
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verse  global  community,  a  community  that  really  represents  75 
percent  of  the  world  population. 

The  fact  that  with  the  expansion  and  the  development  in  south- 
ern Nevada,  Las  Vegas  in  particular,  the  recent  megaresorts  that 
have  been  built,  the  additional  10,000  rooms,  and  the  fact  that  we 
anticipate  even  more,  then  obviously  we  as  a  community  have  to 
expand  our  thinking  and  our  efforts  in  our  marketing  to  fill  those 
rooms  and  to  increase  the  tourism  traffic  in  order  to  support  the 
various  industries  that  exist  locally. 

So  my  response  then  to  the  question  that  was  posed  to  me  is  that 
my  business  where  in  the  past  experienced  many,  many  difficulties, 
I  think  because  of  its  nature  and  because  of  my  ethnic  background 
and  the  fact  that  I  was  dealing  in  a  once  very  homogeneous  society, 
that  now  that  the  consciousness  as  well  has  risen  as  well  as  the 
efforts  to  increase  diversity  to  expand  our  international  marketing 
efforts,  to  reach  out  to  the  various  world  ethnic  and  cultural  popu- 
lations, then,  yes,  I  have  benefited,  I  have  now  a  contract  to  assist 
our  community  in  that  effort. 

What  I  would  like  to  recommend  is  that  the  committee  within  its 
capability  as  well  as  the  State  of  Nevada  and  any  entities  who 
have  a  direct  effect  on  what  direction  we  take  consider  more  focus 
in  that  area,  securing  more  professional  help  with  implementing 
plans  in  that  area,  so  as  to  benefit  small  businesses  in  general  as 
well  as  small  businesses  that  are  like  mine  which  are  ethnic  minor- 
ity owned. 

[The  prepared  statement  of  Ms.  Aird  appears  in  the  appendix.] 

Chairman  BiLBRAY.  Thank  you. 

I  think  it  is  important,  Ms.  Aird,  to  note  that  in  previous  hear- 
ings, the  representative  of  the  Department  of  Agriculture  that  was 
here  on  the  OuR-TOWN  Program  has  stated  in  his  testimony  that 
they  have  had  great  demand  throughout  the  country  for  groups 
coming  in  of  different  ethnic  backgrounds  whether  they  are  of  Afro- 
American  or  Asian. 

For  instance,  they  found  that  people  coming  from  Africa  visiting 
New  Orleans,  they  found  a  great  deal  of  interest  in  going  out  and 
seeing  some  of  the  traditional  Afro-American  little  townships  that 
existed.  In  Louisiana,  there  are  some  communities  that  date  back 
to  before  the  Civil  War  that  were  Afro-American  communities,  and 
still  have  an  Afro-American  culture  there. 

Many  of  these  groups  wanted  to  make  side  trips  out  to  see  these 
type  of  facilities,  even  not  talking  ethnic  background  but  they 
found  that  farmers  fi'om  France,  they  found  a  great  interest  from 
farmers  from  France  that  visited  the  United  States  wanted  to  see 
a  working  farm,  what  is  it  like  to  farm  in  the  United  States.  So, 
you  are  right,  there  is  an  interest. 

Hopefully,  one  of  the  programs  that  the  Department  of  Agri- 
culture was  mentioning  about  the  computer  system,  you  may  have 
seen  earlier,  that  one  of  the  areas  that  would  be  in  there  would  be 
an  ad  for,  for  instance,  if  people  from  North  Africa  or  South  Africa 
were  visiting  the  United  States  and  were  coming  to  Las  Vegas, 
there  may  be  an  interest  for  them  to  say  who  are  the  locally  owned 
Afro-American  businesses  that  can  give  us  some  of  the  flair  for  that 
community,  and  the  same,  and  hopefully  that  companies  like  yours, 
because  they  are  not  talking  about  a  lot  of  money  to  be  in  that  sys- 
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tern,  they  are  talking  about  for  a  small  10-second  ad  like  $30  to  $40 
a  year  that  would  go  into  that  computer,  so  if  somebody  was  com- 
ing here,  they  would  flip  it  up  and  they  would  find  your  name,  and 
they  would  have  your  number,  so  they  could  express  to  their  travel 
agent  or  direct,  say  when  I  get  to  Las  Vegas,  I  would  like  to  have 
some  things  set  up  that  I  could  understand  the  flavor  of  the  Afri- 
can-American community  in  America  or  the  Chinese-American  or 
the  Japanese-American,  whatever  they  would  be. 

So  I  think  that  is  very  important,  and  I  think  you  are  right  and, 
hopefully,  as  that  system  comes  up — I  am  very  enthusiastic  about 
that  system.  I  hope  they  are  not  overly  optimistic,  they  will  be 
ready  to  go  on  line  in  January  1995  because  I  have  been  on  this 
system  and  watching  them  develop  for  over  a  year  and  they  are 
moving,  but  I  don't  know  if  they  are  moving  that  fast. 

Ms.  AlRD.  May  I  add  something? 

Chairman  Bilbray.  Yes. 

Ms.  AlRD.  One  of  my  concerns,  though,  is  that  the  community  as 
a  whole,  a  lot  of  the  hotel  properties,  even  today,  I  compliment  the 
fact  that  we  have  made  great  progress.  But  even  as  we  speak,  if 
you  were  able  to  take  the  time,  you  will  note  that  some  of  our 
major  hotels,  major  properties  even  today,  things  like  their  bro- 
chures, you  will  find  that  they  are  still  somewhat  homogeneous  in 
what  they  represent.  They  are  still  not  saying  to  the  international 
marketplace,  especially  the  75  percent  that  is  ethnic  and  cultural 
in  background,  they  are  still  not  saying  to  them  that  they  are  wel- 
come, that  special  welcome  that  I  think  every  individual  appre- 
ciates when  they  receive  any  type  of  promotional  material,  whether 
it  is  overt  or  subliminal  that  says  you  are  welcome  here. 

I  find  that  most  ethnic  and  cultural  groups  tend  to  respond  to  in- 
vitations that  are  extended  to  them  in  particular,  not  just  a  general 
approach,  and  I  find  that  too  often  a  lot  of  our  tourism  and  hospi- 
tality industry  establishments  still  have  not  addressed  that  fact. 

I  find  that  even  in  the  public  sector,  some  of  what  is  sent  out  to 
promote  does  not  address  the  fact  that  it  does  not  reflect  a  particu- 
lar invitation  to  the  broad  scope  of  people,  it  is  often  and  today  still 
continuously  too  homogeneous,  so  I  think  it  begins  with  that. 

Chairman  Bilbray.  Mr.  Lancaster. 

Mr.  Lancaster.  Just  one  concluding  comment,  food  for  thought 
as  it  were.  Another  aspect  of  attracting  a  culturally  diverse  group 
of  people  to  come  to  a  community  is  not  only  the  invitation,  but 
once  you  are  here,  the  availability  of  various  attractions  that  will 
encourage  them  to  come. 

Though  many  of  these  people  come  for  gaming  and  for  the  enter- 
tainment and  for  American  food,  I  think  that  one  thing  that  this 
community  might  offer  to  small  businesses  is  the  opportunity  for 
a  more  diverse  food  offering  because,  just  in  my  brief  stay  here,  it 
appears  to  me  that  most  of  the  food  is  very  American  in  its  flavor 
and  that  an  opportunity  for  small  business  might  be  greater  diver- 
sity in  offerings  of  foods  that  would  appeal  to  foreign  visitors,  in 
particular  Asian  visitors  like  to  see  an  opportunity  just  as  we  do 
when  we  go  to  Asia  or  to  Europe  occasional  restaurants  that  make 
them  feel  at  home,  and  that  may  be  an  opportunity  for  small  busi- 
ness development  in  this  community. 
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Ms.  AiRD.  I  am  pleased  to  respond  to  you  that  that  is  one  of  the 
benefits  of  my  firm  being  contracted  to  do  the  ethnic  guide.  It  is 
something  that  in  doing  the  research  to  create  the  guide,  I  have 
benefited  by  finding  out  that,  for  lack  of  another  term,  off  the  beat- 
en track  there  are  many  establishments,  many  restaurants  who  are 
cultural  who  provide  a  wide  range  of  the  international  foods. 

The  problem  is  that  they  have  not  really  been  able  to  operate  in 
the  mainstream  as  it  pertains  to  advertising  and  promotion.  Some 
of  the  costs  for  doing  so,  so  far,  has  been  prohibitive.  Some  of  them 
have  dealt  with  language  barriers  that  did  not  allow  them  to  be 
aware  of  information  that  would  help  them  to  promote. 

So  I  guess  my  job  is  not  only  to  create  the  guide,  but  also  to  be 
a  liaison  between  the  mainstream  and  them.  We  have  a  very  viable 
ethnic  and  culturally  diverse  community  that  can  provide  for  the 
tourists.  The  problem  is  the  tourists  so  far  never  knew  that  they 
existed. 

Mr.  Lancaster.  Then  your  guide  will  be  a  very  valuable  re- 
source? 

Ms.  Aerd.  My  guide  will  be  helpful.  Another  thing,  I  hope  pro- 
curement opportunities  will  increase  to  small  businesses,  small  dis- 
advantaged businesses  and  small  minority-owned  businesses  that 
will  help  them  to  participate  in  the  mainstream  because,  until 
those  opportunities  increase,  then  in  essence  they  will  continue  to 
be  hindered  in  their  efforts  to  be  a  part. 

An  example  that  I  would  like  to  give  is  recently,  in  fact,  on  Presi- 
dent's Day,  Ray  and  Ross,  which  is  one  of  the  ethnic-owned  charter 
bus  companies,  implemented  its  first  African-American  cultural 
tours,  and  I  joined  them.  What  I  saw,  on  one  hand.  I  was  very 
proud  to  see  that  another  step  forward  was  being  made.  But  on  the 
other  hand.  I  was  very,  very  upset  and  saddened  by  the  places  that 
we  visited  on  the  tour. 

What  it  told  me  is  that  that  physical — that  geographical  area 
that  is  defined  as  the  black  community,  the  fact  being  that  80  per- 
cent of  the  black  community  lives  throughout  the  valley,  but  the 
west  side,  west  Las  Vegas  is  the  area  that  is  historically  known  as 
the  black  community.  As  we  made  stops  along  that  site,  what  was 
upsetting  was  that  it  was  full  of  blight,  lack  of  development,  lack 
of  that  which  tourists  coming  from  abroad  in  that  frenzy  of  "I  am 
coming  to  Las  Vegas,"  I  don't  think  they  could  relate.  The  only  way 
they  could  relate  is  if  they  were  interested  from  a  historical  per- 
spective. 

But  there  is  a  definite,  definite  need  for  development,  develop- 
ment of  small  businesses  so  that  they  can  meet  the  demands  of  the 
tourism  industry  to  provide  that  diversity  and  to  respond  to  espe- 
cially the  needs  of  the  international  marketplace,  those  people  who 
want  to  have  some  of  the  foods  and  other  services  that  are  particu- 
lar to  them  even  when  they  come  abroad. 

Chairman  BiLBRAY.  We  appreciate  that,  and  hopefully  vour  pam- 
phlet will  get  more  widespread.  This  hearing  will  probably  bring  it 
out  a  little  bit.  Maybe  Maureen  Crampton  will  put  some  pamphlets 
out  at  the  Forum  Shops. 

I  was  going  to  ask  you,  I  know  that  one-third  of  Caesars  Palace's 
business  is  primarily  foreign  business,  that  is  what  I  was  told  once 
before.  You  said  about  20  percent  of  your  sales  are  to  foreign  na- 
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tionals.  That  kind  of  is  kind  of  a  discrepancy  there.  I  was 
wondering 

Ms.  Crampton.  Are  you  speaking  of  the  casino  itself? 

Chairman  Bilbray.  The  casino  and  hotel. 

Ms.  Crampton.  It  could  be  the  case.  I  can't  speak  on  behalf  of 
the  casino  and  their  numbers  and  that  kind  of  thing,  but  I  can  tell 
you  how,  in  correlation,  we  relate  to  that  so  maybe  we  get  a  portion 
of  that  in  addition  to  the  portion  that  comes  as  international  trade 
to  the  city. 

But  we  do  reap  the  benefits  from  both,  so  the  carryover  from  the 
hotel  industry 

Chairman  Bilbray.  Because  one  of  the  things  we  had  at  previous 
hearings  is  that  a  foreign  tourist  spends  something  like  six  times 
as  much  in  shopping  as  an  American  tourist  does,  so  of  course  that 
international  tourist  is  a  very,  very  hot  commodity  and,  hopefully, 
as  we  cater— I  think  the  Forum  Shops  was  a  real  big  asset  to  the 
Las  Vegas  Strip  as  well  as  the  Fashion  Show,  so  people  didn't  have 
to  travel  so  far  off  the  Strip  and  certainly  is  unique. 

I  think  Mr.  Lancaster  probably  had  to  leave  to  catch  his  plane 
a  minute  ago,  but  I  would  like  to  thank  all  of  you  for  coming  today 
and  hearing  the  testimony.  We  are  going  to  take  this  and  tran- 
scribe it  and  it  will  go  back  to  the  committee  because  there  is  a 
lot  of  things  we  want  to  work  on,  including  the  bilaterals,  opening 
up  the  Canadian  market,  because  it  means  a  lot  more  business. 

Hopefully,  you  have  learned  a  little  about  what  USTTA  is  doing 
and  the  Department  of  Agriculture  is  doing  and  we  can  move  for- 
ward from  there. 

I  would  like  to  thank  you  again  for  coming,  and  I  will  conclude 
this  hearing  today. 

[Whereupon,  at  12:15  p.m.,  the  subcommittee  was  adjourned, 
subject  to  the  call  of  the  chair.] 
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STATEMENT  BY  REP.  JAMES  BILBRAY 

SUBCOMMITTEE  ON  PROCUREMENT,  TAXATION,  &  TOURISM 

MARCH  14,  1994 

I  WOULD  LIKE  TO  WELCOME  EVERYONE  HERE  TODAY.  I  ESPECIALLY 
APPRECIATE  CONGRESSMAN  LANCASTER  FOR  HIS  ATTENDANCE  AT  TODAY'S 
HEARING. 

TODAY'S  HEARING  IS  A  CONTINUATION  OP  A  SERIES  OF  FIELD 
HEARINGS  THIS  SUBCOMMITTEE  HAS  CONDUCTED  ON  THE  EFFECTS  OF 
TOURISM  AS  A  TOOL  FOR  ECONOMIC  DEVELOPMENT.  AS  IN  OUR  PREVIOUS 
HEARINGS  IN  ALEXANDRIA,  LOUISIANA  AND  WILMINGTON,  NORTH  CAROLINA, 
WE  FOUND  DIRECT  POSITIVE  EFFECTS  OF  TOURISM  ON  THEIR  ECONOMIC 
DEVELOPMENT  PLANS. 

TODAY'S  HEARING  WILL  BE  LOOKING  AT  THE  IMPACT  THAT 
INTERNATIONAL  TOURISM  AND  INTERNATIONAL  COMMERCE  HAVE  ON  THE 
ECONOMY  OF  SOUTHERN  NEVADA. 

LAST  YEAR,  22  MILLION  PASSENGERS  FLOCKED  THROUGH  MCCARRAN 
INTERNATIONAL  AIRPORT  MAKING  IT  THE  15TH  BUSIEST  AIRPORT  IN  THE 
NATION.  JUST  OVER  A  YEAR  AGO,  THE  LAS  VEGAS  INTERNATIONAL  AIR 
CARGO  CENTER  OPENED  FOR  BUSINESS. 

THE  CONCEPTION  OF  A  DEDICATED  INTERNATIONAL  AIR  CARGO 
COMPLEX  TOGETHER  WITH  STRONG  PASSENGER  BASE  MAKES  LAS  VEGAS  AN 
IDEAL  DESTINATION  FOR  INTERNATIONAL  TOURISTS  AND  CARGO. 

BEFORE  WE  BEGIN  THE  HEARING,  I  WOULD  LIKE  TO  MAKE  A  VERY 
SPECIAL  ANNOUNCEMENT.   LATE  LAST  FRIDAY  AFTERNOON,  MY  WASHINGTON 
OFFICE  WAS  NOTIFIED  THAT  THE  DEPARTMENT  OF  COMMERCE  HAS  APPROVED 
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THE  NEVADA  DEVELOPMENT  AUTHORITY'S  APPLICATION  TO  EXPAND  THE 
FOREIGN  TRADE  ZONE  AT  McCARRAN  INTERNATIONAL  AIRPORT,  FROM  THE 
CURRENT  10  ACRES  TO  160  ACRES.   THIS  ACTION  IS  ONE  OF  SIGNIFICANT 
IMPACT  TO  THE  FUTURE  OF  INTERNATIONAL  TRADE  IN  THE  LAS  VEGAS 
AREA. 

THE  APPROVAL  OF  THIS  REQUEST  WAS  A  INDEED  A  TEAM  EFFORT.  THE 
FULL  THE  NEVADA  CONGRESSIONAL  DELEGATION,  AS  WELL  AS  STATE  AND 
LOCAL  OFFICIALS  JOINED  TOGETHER  TO  ENCOURAGE  THE  SECRETARY  OF 
COMMERCE  TO  ALLOW  FOR  THIS  EXPANSION'S  APPROVAL.   ONCE 
IMPLEMENTED  IT  WILL  CREATE  NEW  JOB  OPPORTUNITIES  IN  OUR  COMMUNITY 
AND  PROVIDE  FOR  INCREASED  BUSINESS  EXPANSION. 

LAS  VEGAS  AND  CLARK  COUNTY  SHOULD  BE  VERY  EXCITED  ABOUT  THIS 
ANNOUNCEMENT  AS  ITS  RAMIFICATIONS  WILL  BE  FAR-REACHING,  NOT  ONLY 
INTO  THE  LOCAL  INTERNATIONAL  BUSINESS  COMMUNITY,  BUT  INTO  THE 
TOURISM  AND  CONVENTION  INDUSTRIES  AND  THE  ENTIRE  LOCAL  ECONOMY  AS 
WELL. 

AS  FOR  OUR  PURPOSE  HERE  TODAY: 

WE  WILL  HEAR  FROM  THREE  DISTINGUISHED  PANELS  PRESENTING  THE 
FEDERAL  AND  LOCAL  ROLE  OF  EXPANDING  INTERNATIONAL  COMMERCE  IN  LAS 
VEGAS . 

THE  FIRST  PANEL  MADE  UP  OF  FEDERAL  OFFICIALS  WILL  CLARIFY 
WHAT  THE  FEDERAL  GOVERNMENT  CAN  AND  CANNOT  DO  IN  ORDER  TQ  ASSIST 
TOURISM  AND  ECONOMIC  DEVELOPMENT. 

THE  SECOND  PANEL  WILL  BE  A  COMBINATION  OF  REPRESENTATIVES 
FROM  MCCARRAN,  THE  NEVADA  COMMISSION  ON  TOURISM,  AND  THE  NEVADA 
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DEVELOPMENT  AUTHORITY.  THEY  WILL  BE  ABLE  TO  HIGHLIGHT  THE  EFFECTS 
THAT  TOURISM  HAS  ON  THE  NEVADA  ECONOMY  AND  WHAT  THEY  ARE  DOING  TO 
ATTRACT  THE  FOREIGN  TOURISTS  AND  THE  INTERNATIONAL  BUSINESS 
COMMUNITY. 

THE  THIRD  PANEL  WILL  BE  REPRESENTATIVES  OF  THE  SMALL 
BUSINESS  COMMUNITY  WHO  WILL  PRESENT  THEIR  VIEWS  ON  THE  POSITIVE 
ECONOMIC  EFFECT  INTERNATIONAL  TOURISTS  HAVE  HAD  ON  THE  LAS  VEGAS 
ECONOMY. 

AGAIN,  I  THANK  EVERYONE  FOR  ATTENDING  TODAY  AND  LOOK  FORWARD 
TO  THE  TESTIMONY  WE  WILL  BE  RECEIVING. 
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TESTIMONY 


TO:  SUBCOIVIMITTEE  ON  PROCUREMENT, 

TAXATION  and  TOURISM 

103  Congress 

United  States  House  of  Representatives 

Committee  on  Small  Business 


BY:  DIANA  AIRD 

President  -  Aird  &  Associates 


Monday  -  March  14,  1994 
LAS  VEGAS  CONVENTION  &  VISITORS  AUTHORITY 

BOARDROOM 
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TESTIMONY  TO:  SUBCOMMITTEE  ON  PROCUREMENT,  TAXATION  and  TOURISM 

Upon  my  arrival  to  Southern  Nevada  in  1983,  much  to  my  dismay,  I  discovered  a  community  that 
in  spite  of  its  international  renown  as  an  adult  playground  and  had  what  appeared  to  be  a  viable 
infrastructure,  it  was  nevertheless,  very  insulated  in  the  way  it  operated  within  and  was  homogeneous  and 
euro-centric  in  its  thrust  and  tome. 

As  a  citizen  who  is  African-Hispanic  ethnically  and  culturally,  as  well  as  being  the  single-female 
head  of  my  household,  I  encountered  many  obstacles  and  frustrations  in  my  efforts  to  assimilate  and  to 
provide  for  my  family.  In  that  my  professional  training  and  career  experience  was  largely  in  the  areas  of 
marketing,  advertising,  communications  and  special  events  planning,  I  made  every  effort  to  secure 
suitable  employment  in  my  field,  to  no  avail.  In  order  to  continue  in  my  chosen  field,  I  was  forced  to 
pursue  my  course  as  an  entrepreneur  rather  than  to  accept  the  continuous  rejections  that  I  experienced  in 
the  workforce. 

Over  the  course  of  my  residency  and  my  professional  pursuits  in  Southern  Nevada,  I  conducted 
extensive  research  on  the  history  of  the  region    In  doing  so,  I  became  aware  of  the  history  of  ethnic 
minorities,  the  role  they  have  played  in  the  development  of  the  region  and  the  reasons  behind  their  overall 
exclusion  from  the  economic  mainstream    F  personally  have  experience  the  institutionalized  bias  and 
exclusion  in  my  eflForts  to  secure  procurement  opportunities  in  all  areas  where  these  opportunities  exist  ~ 
throughout  the  public  and  private  sectors,  and  the  tourism  industry    Subsequently,  I  became  an  advocate 
for  diversity  in  the  mainstream  and  have  endeavored  to  educate  and  inform  our  community's  leaders 
(private  and  public  sectors  as  well  as  civic  leaders)  and  to  promote  the  inclusion  of  ethnic  minorities  in  all 
phases  of  our  community's  activities,  and  on  all  levels  (especially  policy  making  levels)    I've  pursued  this 
objective  as  a  part  of  my  role  as  a  consultant  and  entrepreneur,  and  as  a  journalist 

In  recent  years.  Southern  Nevada  (especially  Las  Vegas)  has  expanded  its  focus  to  become  a 
family  destination.  With  the  addition  of  the  new  mega-themed  resorts  and  more  than  10,000  new  rooms 
to  our  existing  facilities,  the  time  was  appropriate  to  press  for  the  expansion  of  our  focus  to  make  a  way 
for  the  local  ethnic-owned  businesses  to  play  a  larger  role,  and  to  reach  out  more  broadly  to  the  largely 
un-tapped,  lucrative  ethnic  consumer  market  as  a  part  of  our  international  marketing  effort    My  efforts  in 
this  area  resulted  in  my  being  contracted  by  R  &  R  Advertising  to  create  Southern  Nevada's  first  Ethnic 
Destination  &  Visitors  Guide  on  behalf  of  the  Las  Vegas  Convention  and  Visitors  Authority. 

The  metamorphosis  that  our  region  is  undergoing  and  the  continued  growth  and  development  in 
the  region  has  begun  to  have  a  direct  impact  on  small  business  such  as  mine  in  that  it  expands  the  level  of 
consciousness  of  the  "powers  that  be"  and  the  playing  field,  creating  more  opportunities  for  participation 
in  order  to  respond  to  the  needs  of  the  diverse  visitors  to  our  area. 
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NEWS       FROM 


FOR  IMMEDIATE  RELEASE: 

February  14, 1994 


Contact:  Nancy  Katz 
702/228-0222 


AIRD  &  ASSOCIATES  TO  PRODUCE 
ETHNIC  DESTINATION  GUIDE  FOR  LVCVA 

Aird  &  Associates  has  contracted  with  R&R  Advertising  to  produce  an  ethnic 
destination  guide  in  conjunction  with  the  advertising  agency's  marketing  efforts  for 
the  Las  Vegas  Convention  &  Visitors  Authority. 

According  to  Diana  Aird,  president  of  Aird  &  Associates,  the  guide  will 
highlight  the  ethnic  and  cultural  diversity  throughout  Clark  County.  Titled 
Celebrating  Our  Cultural  Diversity,  the  publication  wil\  be  available  in  June. 

"In  addition  to  the  traditional  Las  Vegas  attractions,  we  want  to  promote  the 
area's  various  cultural  eind  ethnic  activities  and  places,"  said  Rossi  Ralenkotter, 
LVCVA  vice  president  of  marketing  .   "We're  always  looking  for  ways  to  expand  our 
visitor  base,  especially  with  the  addition  of  more  than  10,000  new  rooms.   The 
Celebrating  Our  Cultural  Diversity  publication  will  complement  those  efforts." 

Approximately  450,000  ethnic  destination  guides  will  be  printed;  250,000  will 
be  distributed  as  part  of  the  LVCVA's  Official  Las  Vegas  Visitors  Guide,  100,000  will 
be  distributed  as  part  of  the  LVCVA's  Las  Vegas  Travel  Planners  Guide    to  travel 
agents,  and  100,000  will  be  distributed  separately  to  various  professional  and  civic 
organizations  and  chambers  of  commerce  throughout  the  country.  The  free  full- 
color  guide  will  be  16  to  24  pages,  and  will  be  published  biannually. 

The  Official  Las  Vegas  Visitors  Guide  and  Las  Vegas  Travel  Planners  Guide 
are  being  published  by  DeCor  Publishing  Inc.  of  Las  Vegas. 

Upon  relocating  to  Las  Vegas  from  San  Diego  in  1983,  Aird  founded  Aird  & 
Associates.  The  company  provides  a  wide  range  of  services,  including  special  events 
planning,  public  relations,  marketing,  direct  mail,  creative  concept  and  design,  and 
film  and  video  production.   Aird  has  also  produced  and  hosted  "Profiles"  on 
KTNV-TV  13  and  "Minority  Business  Review"  on  KLAV-AM. 

A  native  of  Panama,  Aird  previously  held  a  variety  of  marketing 
mcmagement  positions  in  San  Diego  and  New  York  City. 

Aird  is  a  member  of  the  Greater  Las  Vegas  Chamber  of  Commerce,  Latin 
Chamber  of  Commerce.  Las  Vegas  Ad  Club,  Society  of  Professional  Journalists, 
Small  Business  Administration's  S.C.O.R.E.  group,  and  National  Association  of 
Black  Journalists  and  treasurer  of  its  Las  Vegas  chapter. 


R  &  R  Adveftising,  8076  W.  Sohora  Ave.,  Ub  Vegas,  Nevada  891 1 7  •  (702)  228-0222 
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ARTICLE  FOR  LAS  VEGAS  BUSINESS  PRESS  November  1993 

"Ethnic  Marketing  in  Las  Vegas  —  It's  Good  Business" 

By  Diana  Aird 

The  newly  opened  Ltaor's  pyramid  features  a  315,000-watt  beam  of  light  which 
beacons  one  and  all  to  visit  the  Egyptian-themed  resort.   That  Egypt  represents  one  of  the 
African  Continent's  most  renown  culture  is  not  lost  on  the  enlightened.   This  leads  me  to 
wonder,  "Does  the  selection  of  an  African  theme  suggests  that  Las  Vegas  is  now  ready  to 
include  the  diverse  ethnic  market  in  its  advertising  and  promotional  efforts?" 

As  a  college  student.  I  once  asked  my  marketing  instructor  why  most  commercials 
on  television,  radio  as  well  as  print  ads  in  mainstream  magazines  did  not  include  "people 
of  color. "  He  responded,  "Advertisers  strive  to  represent  the  'norm'  in  their  advertising 
and  to  reach  out  to  the  'average'  citizen. "  /  responded.  "Is  that  so'''  So,  what  constitutes 
the  'norm'  and  who  are  the  'average  citizens'':'  Are  you  trying  to  tell  me  that  whoever 
doesn't  fit  that  standard  is  null  and  void';'"  He  remained  at  a  lost  for  words,  and  never 
again  addressed  the  topic.  In  more  recent  years,  publications,  radio  programs,  and 
ultimately  television  programs,  and  —  Vo  and  behold'  —  advertising  and  TV  commercials 
(mainly  national  campaigns)  now  reach  out  to  millions  of 'people  of  color'  like  me,  which 
has  helped  to  restore  a  sense  of  their  existence  between  America's  "sea  to  shining  sea" 
borders. 

When  I  arrived  to  Southern  Nevada  ten  years  ago,  m  spite  of  the  "bright  lights  ... 
bright  city"  veneer,  there  was  a  strong  sense  of  'apartheidism'  under  a  thin  veil  of 
'democracy'  at  work.  Here.  I  found  a  lack  of  accurate  representation  of  "people  of  color" 
in  the  mainstream  —  especially  in  policy  making  or  managerial  positions  and  in  media. 
Ethnic  groups  were  accutely  under-represented  in  politics,  government,  business, 
tourism,  et  al  —  most  were  employed  in  low-level,  low-pay  jobs.    Many  qualified 
professionals  were  under-employed  in  order  to  provide  for  their  families.   There  seemed 
to  be  an  invisible  line  separating  the  community  along  racial  lines.  Also,  just  about  all  of 
the  local  advertising  J  saw  then  was  euro-centric  in  tone.  Jt  felt  as  iff  had  traveled  back 
in  time  in  many  respects  —  prior  to  Martin  Luther  King.  .Jr.  and  the  achievements  of  the 
Civil  Rights  Movement. 

Just  as  in  Southern  Nevada,  traditionally,  the  bulk  of  U.S.  marketing  dollars  has 
been  directed  at  a  "general  market"  audience  whose  demographic  and  psychological 
profile  is  overtly  European  in  ethnic  sensitivity  and  cultural  focus.  Appeals  to  this  group 
reaped  the  greatest  rewards  in  days  gone  by.  Today,  however,  the  population  mix  of  the 
U.S.  and  our  region  is  changing  radically.  Considermg  the  present  and  projected  fiiture 
growth  in  Southern  Nevada,  and  the  intensified  competition  for  consumer  dollars  that  will 
ensue,  failure  to  pursue  the  rapidly  growing  ethnic  groups  will  ultimately  result  in  an  uphill 
battle  for  a  competitive  market  share. 
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"ETHNIC  MARKETING  -  It's  Good  Business!  " 

The  American  market  is  not  homogeneous.  The  rationale  behind  the  need  for  ethnic 
marketmg  and  advertising  programs  in  the  U.S.  can  be  described  quite  simply:  62  million 
ethnic  people  and  over  $452  billion  a  year  in  group  purchasing  power!  By  the  year 
2000,  up  to  35  percent  of  U.S.  consumers  will  be  "ethnics."  That  reality  is  evident  in  the 
Southern  Nevada  marketplace  in  that  already  approximately  30  percent  of  the  local 
population  is  comprised  of  ethnic  minorities.  Obviously,  the  ethnic  marketplace  should  be 
attractive  to  anyone  with  products  to  sell.  Yet  still,  for  the  most  part,  it  is  being  ignored  - 
especially  locally. 

Las  Vegas  touts  itself  to  be  the  "Entertainment  Capital  of  the  World,"  means  that  it 
should  be  in  step  with  the  peoples  of  the  world.  Our  local  economy  does  not  rely  only  on 
the  contmental  U.S.  marketplace  for  tourism  dollars  ~  ui  itself  a  diverse  market.  We  are, 
by  the  nature  of  what  we  have  to  offer,  in  a  global  marketplace.  And  the  reality  is  ~  the 
world  population  today  is  75  percent  "ethnic. " 

Why  would  otherwise  progressive  industry  leaders  and  other  professionals  within 
the  business  and  public  sectors  ignore  this  viable  market?  Is  it  due  to  fear  of  the  unknown, 
unfamiliarity,  lack  of  knowledge,  insularity  or  traditionalism?  The  answer:  "All  of  the 
above!"  Most  advertisers  use  the  'one-ad-fits-all'  approach. 

A  large  majority  of  ethnic  consumers  find  less  in  common  with  general 
advertisements  than  in  ad  messages  that  mirror  their  own  cultures,  lifestyles,  and 
needs.  Too  often,  corporations  and  advertising  agencies  fall  short  in  addressing  the  unique 
tastes,  likes,  dislikes,  special  cultural  nuances  and  taboos  of  ethnic  groups.  If,  for 
example,  a  company  or  agency's  marketing  pros  do  not  speak  another  language,  are 
unfamiliar  with  foreign  accents  or  customs,  do  not  know  the  ethnic  media  outlets  and/or 
afraid  to  spin  off  part  of  the  general  market  advertising  budget,  the  usual  decision  is  to 
maintain  the  'status  quo' ...  affect  no  changes  in  their  present  program  ~  and,  hope  no  one 
notices. 

Well,  times  ...  they  are  a'  changing  —  albeit  rather  slowly!  The  growth  of  our  city 
and  the  inflta  of  new  residents  from  all  over  the  U.S.  and  other  countries  has  made  Las 
Vegas  seem  more  like  a  "melting  pot"  of  interesting  and  diverse  people  and  cultures. 
Slowly,  but  surely,  I  see  the  changes  and  improvements  in  the  way  some  advertisers  strive 
to  "reach  out  and  touch"  potential  customers  ~  all  of  their  customers.   Yet,  there  is  still  a 
need  for  more  sensitivity  and  parity.   The  distribution  of  wealth  still  remains  in  the  hands 
of  a  select  few  and  those  who  manage  that  wealth.  Although  numbers  of  jobs  have 
opened  up  to  fill  the  needs  of  the  new  mega-resorts,  ethnic  minority-owned  businesses  do 
not  enjoy  a  slice  of  the  pie  created  by  the  boom.  Areas  of  the  city  inhabited 
predominantly  by  people  of  color  are  denied  the  opportunities  for  development. 


48 


"ETHNIC  MARKETING ...  It's  Good  Business" 

Have  you  ever  noticed  the  fact  that  most  of  the  brochures  and  other  promotional 
materials  produced  by  local  hotels,  restaurants,  amusement  parks  and  other  businesses 
within  the  tourism,  hospitality  and  entertainment  industries  do  not  include  ethnic 
minorities?  Also,  many  of  our  other  local  television  advertisers  also  do  not?  Why  is  that 
so?  By  not  including  ethnic  minorities,  are  they  saying  that  they  don't  want  their 
business  —  or  is  it  simply  an  oversight:^  If  not,  then  what  is  it? 

The  world  is  watching  us!  There's  a  lot  of  media  and  investor  attention  placed  on 
Las  Vegas.  In  that  the  tone  for  marketing  and  advertising  within  our  community  is  greatly 
influenced  by  the  manner  in  which  the  community  is  marketed  to  our  visitors,  our  major 
busmess  leaders  and  their  advertising,  marketing  and  public  relations  representatives  play 
a  key  role  setting  the  pace  for  others  to  follow.  At  the  same  time,  it  is  responsibility  our 
elected  and  community  leaders  to  keep  abreast  of  our  rapidly  growmg  ethmc  marketplace 
...  to  recognize  the  need  to  see  to  it  that  they  are  included  in  the  mainstream.  If  the 
message  that  continues  to  go  forth  that  goes  forth  outside  of  our  community  is  that  Las 
Vegas  IS,  m  essence,  a  homogenous  commumty,  then  local  advertisers  and  their 
representatives  will,  in  essence  believe  that  to  be  the  accepted  norm.  It  is  not!  That 
fallacy  could  ultimately  cost  us  dearly  m  the  fiiture.  Failure  to  address  and  respect  the 
ethnic  market  is  not  only  bad  judgment,  it's  bad  business! 

It's  only  a  matter  of  time  before  the  rumble  of  the  ethnic  groups  behind  the  scene 
about  their  disenfranchisement  becomes  a  major  roar  in  the  mamstream  marketplace  —  by 
their  lack  of  support  of  businesses  who  don't  value  their  patronage,  and  by  public  outcry. 
If  local  industry  and  civic  leaders  believe  that  the  situation  has  gone  unnoticed,  then  they 
are  living  in  a  vacuum.  The  message  about  the  disparity  that  exists  in  our  community  has 
already  begun  to  spread  ~  the  result  of  the  negative  expenences  endured,  and  observations 
made,  by  various  ethnic  groups  of  tourists  and  conventioneers,  visiting  black  journalists 
from  all  over  the  country  dunng  their  recent  visit  to  Las  Vegas,  and  through  an  article 
titled:  "Apart  in  West  Las  Vegas?,"  published  in  the  October  1992  of  "The  Black 
Convention"  magazine,  to  cite  a  few  instances. 

Recently,  a  great  deal  of  controversy  developed  over  the  lack  of  inclusion  of  ethnic 
minorities  in  the  marketmg  and  advertising  campaigns  promoting  Las  Vegas,  which  is 
distnbuted  nationwide  and  abroad.    Members  of  the  African- American  community  were 
incensed  over  learning  that  they  were  not  included,  and  tliat  furor  led  to  close  scrutiny  and 
complaints  by  other  ethnic  groups  about  their  lack  of  inclusion.  Meetings  were  held 
between  representatives  from  the  ethnic  minority  communities,  R  &  R  and  the  LVCVA 
dunng  which  actions  to  improve  the  situation  were  established.  R  &  R  has  made  strides  in 
fulfilling  the  commitments  made  by  its  president.  The  LVCVA  will  too  --  in  time,  per 
LVCVA  president  Manny  Cortez. 
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"ETHNIC  MARKETING ...  It's  Good  Business!" 

While  the  LVCVC  and  R  &  R  received  the  brunt  of  the  anger  over  this  incident,  too 
many  other  businesses  and  ad  agencies  in  the  region  show  even  less  sensitivity  in  their 
marketing  and  hiring  practices  as  a  general  rule.  The  bulk  of  advertising  and  promotional 
material  created  by  the  local  ad  industry  substantiates  that  fact. 

R  &  R  Advertising,  which  is  in  the  middle  of  a  five-year  contract  with  the  Las 
Vegas  Visitors  and  Convention  Authority  and  has  a  $  1 6  million  budget  to  market  Las 
Vegas,  explained  that  the  video  in  question  was  just  a  demonstration  to  show  the  general 
direction  of  the  program  from  a  conceptual,  pacing  and  editorial  perspective. 
Nevertheless,  R  &  R  has  since  held  several  meetings  with  key  representatives  of  the 
community  to  ameliorate  the  situation,  assuring  all  that  the  final  edition  will  indeed 
represent  our  diverse  population.  "There  always  has  been  minority  representation  in 
LVCVA  print  and  electronic  media  advertisements,  so  it's  not  accurate  to  say  that 
minorities  have  been  excluded."  says  Bill  Vassiliadis,  president  of  R  &  R.  This  year, 
however,  R  &  R  Advertising  and  the  LVCVA  are  working  to  ensure  a  fiiller  minority 
representation  in  all  LVCVA  media  placements.  All  TV.  and  pnnt  ads  for  the  current 
fiscal  year  were  produced  specifically  to  reflect  the  ethnic  and  cultural  diversity  of  our 
visitors." 

"Personally,  1  believe  that  there  are  several  reasons  why  ethnic  groups  are  becoming 
more  vociferous  about  minority  representation  —  but  I  don't  think  it's  fair  or  accurate  to  say 
that  R  &  R  Advertising  or  the  LVCVA  take  such  groups  for  granted.  The  economic  times 
in  which  we  hve  play  a  tig  role:  as  our  economy  continues  to  shift  from  manufacturing  to 
service-oriented  jobs,  unemployment  results,  and  the  disparity  issue  is  highlighted. 
Certainly,  past  pracrices  of  exclusion  are  also  a  factor.  Minorities  have  sent  the  message 
loud  and  clear:  they  not  only  want  to  be  included  in  the  mainstream,  they  want  to  be 
respected."  Vassiliadis  added,  "The  elected  mmonty  leadership,  including  Councilman 
Frank  Hawkins,  Commissioner  Yvonne  Atkinson-Gates  and  Assemblyman  Wendell 
Williams,  among  others,  have  helped  to  brmg  this  issue  to  the  forefront,  as  have  other 
ethnic-community  representatives.  I  welcome  the  input,  which  has  greatly  increased  my 
awareness  and  sensitivity." 

One  of  the  key  complaints  lodged  by  community  representatives  was  the  lack  of 
ethnic  minorities  employed  at  R  &  R,  which  Vassiliadis  assured  would  change.  The 
change  is  now  in  progress.  Asked  about  the  ethnic  minority  representation  on  R  &  R's 
staff  of  eighty  (60  in  the  Southern  Nevada  office,  8  in  Reno  and  12  in  Salt  Lake  City, 
Utah),  Vassiliadis  responded,  "Among  our  Southern  Nevada  employees,  two  art  directors, 
a  public  relations  account  executive,  an  accountant,  a  receptionist,  and  an  illustrator  with 
whom  we  contract,  are  minorities."  Even  more  recently,  R  &  R  also  added  a  new  traffic 
director  to  that  roster,  described  by  Vassiliadis  as  one  of  the  best  in  the  business. 
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Vassiliadis  further  added,  "R  &  R  Advertising  has  initiated  a  mentor-sponsorship 
program  for  economically  disadvantaged  college  students.  This  program  currently 
includes  three  students,  two  of  whom  are  minorities.  It  provides  students  with  on-the-job, 
"real-world"  training  in  the  advertising  and  pubUc  relations  industry,  while  helping  them  to 
pay  their  way  through  school." 

R  &  R  Advertising  tends  to  keep  a  low  profile  when  it  comes  to  citing  its  civic  work 
and  its  on-going  participation  with  and  support  of  various  community  causes. 
Nevertheless,  some  of  its  civic  endeavors  mclude:  work  on  behalf  of  the  Martin  Luther 
King,  Jr.  Committee,  the  NAACP  Freedom  Fund  Banquet  and  "All  of  us  Together" ...  just 
name  a  few.    The  fact  that  these  community  relations  efforts  have  been  in  effect  prior  to 
the  recent  hullabaloo  deserve  proper  acknowledgment.  The  inclusion  of  ethnic  minorities 
in  ad  campaigns  produced  by  them,  the  recent  hiring  of  ethnic  minorities  to  their  staff  and 
the  establishment  of  the  "real  world"  on-the-job  training  program  will  have  an  even  more 
far-reaching  effect  for  the  agency  and  the  community  as  a  whole. 

The  response  demonstrated  by  R  &  R  Advertising,  as  an  industry  leader,  clearly 
represents  a  step  in  the  nght  direction.  However,  too  may  of  our  busmess  and  civic 
leaders  continue  to  address  the  situation  with  a  "busmess-as-usual"  attitude.  They  seem  to 
believe  that  if  they  keep  a  low  profile  on  the  matter  of  diversity,  it  will  just  go  away.  It 
won't!  Presently,  too  many  of  our  local  businesses,  hotel  properties,  advertising  agencies, 
et  al,  fail  to  include  messages  directed  to  the  ethnic  market  and  to  include  ethnic 
representations  in  their  promotional  mediums.  Eventually,  reaching  out  to  the  ethnic 
marketplace  —  locally,  nationally  and  abroad,  will  make  the  difference  between  businesses 
that  are  competitive  and  successful,  and  those  that  are  not. 

Las  Vegas  has  traditionally  been  dominated  by  bhiro-centnc  male  business  owners, 
politicians  and  developers.  One  constantly  hears  reference  to  the  "(rood  Ole  Boys"  and 
in  recent  years,  reference  to  the  "Good  Ole  Girls"  network.  Although  there  are  a  few 
more  ethnic  minorities  in  positions  of  influence  than  there  were  ten  years  ago,  there  is  a 
definite  disparity  in  the  way  business  is  done  in  our  community  —  as  has  been  attested  to 
by  Mayor  Jan  iMverty  Jones,  among  others.   There  is  very  definitely  discrimination  in 
employment,  procurement  opportunities,  and  just  about  every  factor  that  makes  our 
community  tick.  And.  sad  to  say.  there  is  also  a  disparity  in  the  way  we  reach  out  to  our 
diverse  local  population,  as  well  reach  out  to  the  multi-cultural  visitors  who  support  our 
mam  industries.   Very  often,  ethnic  visitors,  especially  African-Americans  and  Hispanics 
express  dissatisfaction  about  the  fact  that  they  find  a  dearth  of  promotional  materials  that 
include  them.  And.  they  complain  about  the  rudeness  shown  them  by  many  hotel  service 
employees  and  other  hospitality  industry  establishments.  Local  African-Americans  voice 
similar  complaints,  to  no  avail  —  but,  that's  another  article. 
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Reaching  the  multi-billion  dollar  Ethnic  Minority  market  is  just  like  reaching 
the  majority  market  Only  different!  "Is  it  worth  it,"  you  ask?  "Is  the  dollar 
green?"  ...  A  major  part  of  the  reason  local  advertisers  are  missing  the  boat  is  the  lack  of 
ethnic  minority  representation  in  the  corporate  boardrooms  and  in  the  advertising  and 
public  relations  industry  throughout  our  region.  There  has  been  no  focus  on  the  issue  of 
ethnic  minority  hiring  in  the  ad  industry  ~  the  main  communicators  of  the  "image"  of  our 
community.  So  far,  the  ad  businesses  and  the  tourism  industry  has  not  undergone  the 
scrutiny  in  ethmc  minority  hiring  that  governmental  agencies  and  companies  receiving 
government  contracts  face.  Take  a  look  around  to  try  to  find  how  many  ethnic-minority 
advertising,  marketing  or  public  relations  executives  you  will  find  in  local  corporations, 
hotel  properties,  or  anywhere  in  the  region  as  a  matter  of  fact.  See  how  many  creative 
directors,  media  buyers,  graphic  artists,  account  executives,  public  relations  specialists  or 
any  such  talents  you  will  find  within  the  ad  industry  who  are  ethnic  minorities.  When 
asked  why  this  situation  exists,  there  is  always  the  response,  "We  can't  find  qualified 
mmorities  to  fill  these  positions."  This  is  a  lame  excuse  to  cover  the  inability  or 
unwillingness  of  mainstream  executives  to  believe  that  increased  ethnic  minority  hiring  is 
good  for  business.  And,  without  direct  input  fi-om  these  groups,  they  are  able  to  "dig  their 
heads  in  the  sand"  when  it  comes  to  representmg  these  groups  in  their  media  campaigns. 
Equally,  they  totally  ignore  the  value  of,  and  fail  to  include  edinic  media  outlets  to  reach 
the  ethnic  marketplace. 

"The  contributions  that  Afiican-Americans  have  made  in  the  cultural  arena  ~  fi-om 
music  and  dance  to  clothing  and  slang  —  have  had  a  major  impact  on  advertising,"  says 
Charlie  Rice,  associate  creative  director  with  the  black-owned  Caroline  Jones  Advertising, 
hic.  in  New  York.  "Although  advertising  continues  to  borrow  fi-om  African- American 
culture,  ad  executives  have  not  expressed  the  same  enthusiasm  about  working  with  black 
creative  people." 

It  seems  as  if  it's  only  when  things  get  shaken  up  that  some  industry  insiders  will 
admit  that  racism  and  apathy  ~  not  a  lack  of  potential  ethnic  minority  talent  -  are  the 
causes  of  the  industry's  lack  of  diversification,  sensitivity  and  respect  towards  the  ethnic 
minority  as  a  valuable,  respected  consumer. 

To  truly  appreciate  the  meaning  and  value  of  "ethnic  marketing,"  it  is  first  necessary 
to  address  the  pervasive,  subtle,  everyday  racism  that  permeates  our  community  and  the 
society  at  large.  When  "people  of  color"  voice  dieir  displeasure  about  there  not  being  a 
level  playing  field,  more  likely  than  not,  it  is  interpreted  as  a  request  for  hand  outs,  quotas, 
or  some  other  form  of  tokenism.  That  is  not  the  case.  Tliose  who  pursue  the  problem, 
respond,  or  react  as  if  that  is  the  case  become  a  part  of  the  problem,  not  a  part  of  the 
solution. 
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The  Las  Vegas  Sentinel- Voice,  a  weekly  journal  has  served  the  African-American 
community  for  over  fourteen  years.  Pubhsher  Lee  Brown  states,  "It  is  a  continuous 
struggle  to  get  local  businesses  and  major  corporations  to  appreciate  the  our  value  to  them. 
We  provide  a  vehicle  for  them  to  extend  a  special  invitation  from  them  to  our  African- 
American  readers.  People  always  respond  to  a  special  invitation.  When  they  advertise 
with  us,  it  says  to  our  readers,  we  respect  and  care  about  you  and  extend  a  special 
invitation  for  your  business." 

Brown  added,  "We  get  very  little  support  from  local  mainstream  businesses,  and 
hardly  any  from  the  hotels,  restaurants  and  other  entertainment  venues.  Even  when  there 
are  major  African-American  entertainers  appearing  at  the  hotels,  the  hotels  fail  to  advertise 
with  the  Sentinel- Voice." 

Eddie  Escobedo,  Sr.,  National  Association  of  Hispanic  Publications  vice  president 
and  publisher  of  El  Mundo,  the  local  Spanish  language  newspaper  concurs.  "We're  12 
percent  of  the  local  population  and  12.3  nationwide.  The  only  time  the  hotels  seem  to 
place  advertising  with  us  is  during  the  Mexican  week  in  May.  About  150,000  Hispanic 
visitors  come  to  town  that  week,  and  the  hotels  feature  a  lot  of  Hispanic  entertainment 
then.  It's  like  we  don't  exist  until  then." 

Escobedo  adds,  "It's  a  well  known  fact  that  the  Hispanic  community  is  only 
remembered  when  politicians  are  seeking  re-election.  And,  the  corporate  structure  still 
does  not  think  of  us  as  a  viable  market.  Fifteen  percent  of  the  weekly  visitors  to  Las 
Vegas  are  Hispanic;  yet  not  even  five  percent  of  the  advertising  dollars  spent  to  attract 
tourists  are  spent  towards  targeting  that  market  ~  neither  locally  or  nationally." 

To  fiirther  his  point,  Escobedo  offers,  "If  an  accurate  study  was  to  be  conducted  to 
determine  how  much  is  spent  on  advertising  for  tourism  by  the  LVCVA  as  well  as  the 
local  hotels  and  other  businesses,  it  would  show  that  more  than  90%  of  advertising  dollars 
are  directed  to  the  Anglo  media.  The  advertising  figures  commonly  quoted  by  local 
businesses  and  government  are  usually  those  established  by  the  Anglo  marketing  firms  that 
they  hire  to  do  those  studies.  Whose  interests  do  you  think  they  serve?  What  they  need  to 
do  is  to  hire  a  minority-owned  and  operated  marketing  firm  that  would  be  better  capable  of 
identifying  and  interpreting  the  minority  market  in  order  to  come  up  with  the  accurate 
information." 

Ramon  Savoy,  marketing  director  for  the  Las  Vegas  Sentinel- Voice  expresses 
fiiistration  in  his  efforts  to  communicate  with  local  businesses  about  the  importance  of 
targeting  and  understanding  African-Americans  as  consumers.  "They  don't  have  a  clue!" 
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"Too  often  they  don't  have  African-American  managers  to  assist  them  in  decision 
making  and  who  have  a  direct  relationship  with  or  sensitivity  towards  African-Americans 
as  consumers,"  Savoy  adds.  "One  of  the  problems  is  that  with  Caucasians,  their 
relationship  with  their  African-American  customer  ceases  at  quitting  time.  Basically,  what 
they  iaiow  about  us  as  people  is  only  what  is  represented  on  the  news,  which  for  the  most 
part  is  negative." 

Savoy  states,  "Statistically,  it  is  known  that  African-Americans  are  the  biggest 
consumers  in  the  marketplace.  Yet,  they  are  too  frequently  taken  for  granted  by 
advertisers.  Too  many  businesses  fail  to  advertise  with  us.  And,  when  the  few  businesses 
that  do  patronize  our  medium  respond  to  our  solicitations,  they  place  the  smallest  ads 
possible,  and  then  they  want  the  same  results  as  they  would  get  when  they  place  a  fiill 
page  ad  with  a  publication  like  the  RJ  —  dam  well  knowing  that  a  larger,  more  creative  ad 
would  have  a  better  appeal  than  a  small  one  would.  The  bottom  line  is  we  are  distributed 
throughout  Clark  County,  we  are  the  only  point-of-sale  advertising  African-American 
medium  in  Nevada,  and  we  are  effective.  Dollar-for-dollar,  you  get  more  of  a  return  on 
your  investment  when  you  advertise  with  us." 

Even  so.  Savoy  acknowledges  that  he  knows  that  nobody  buys  from  just  one  source. 
"1  just  want  them  to  include  us  in  the  mix!  I'm  happy  when  I  see  ads  in  any  minority- 
owned  media,  not  just  ours.  And,  I  am  offended  when  there  is  a  lack  of  sensitivity  shown 
in  mainstream  media,  such  as  the  lack  of  real  representation  of  "people  of  color"  in  this 
year's  issue  of  the  "Las  Vegas  Perspective,"  which  is  published  by  the  Review- Journal, 
Nevada  Development  Authority  and  First  Interstate  Bank.  That  book  goes  out  throughout 
the  country  and  around  the  world  to  anyone  who  wants  information  about  Las  Vegas.  It's 
one  of  the  most  important  publications  depicting  our  community.  Nevertheless  they've 
failed  to  have  a  fair  representation  of  ethnic  groups  in  the  publication.  We  still  have  quite 
a  ways  to  go,  but  1  believe  that  we  can  ultimately  reach  parity  in  marketing,  if  advertisers 
take  their  blmders  off." 

It  would  appear  that  the  Asian  community  in  Las  Vegas  has  enjoyed  more  success 
than  the  other  ethnic  groups  in  their  inclusion  in  the  marketplace,  however.  Steven  O. 
Kwon,  president  of  the  Asian  Chamber  of  Commerce  expressed  the  fact  that  as  a  business 
man  in  Las  Vegas  and  representative  of  that  Chamber,  he  always  does  his  best  to  be 
supportive  of  all  local  Chambers  and  ethnic-owned  businesses  in  the  community.  Asked 
about  effect  of  ethnic  marketing  geared  towards  the  Asian  market,  his  response  was, " 
From  my  personal  knowledge,  there  is  an  ongoing  effort  to  reach  the  Asian  market.  I  have 
participated  with  the  LVCVA  and  the  Nevada  Commission  on  Tourism  in  a  few  of  their 
efforts  in  this  area." 
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Kwon  also  cited,  "I  also  participated  in  the  Governor's  Trade  Mission  to  promote 
commerce  between  Korea  and  Nevada.  One  of  the  results  of  that  effort  is  that  in 
November  1987,  a  "Sister  City"  agreement  was  established  between  An  San,  Korea  and 
Las  Vegas  to  further  that  goal "  The  Pacific  Rim  countries  (including:  Japan,  Korea,  Hong 
Kong,  Taiwan,  Singapore,  etc.)  are  a  part  of  regular  marketmg  campaigns  by  the  LVCVA 
and  Nevada's  Commission  on  Tourism.  These  countries  provide  many  of  the  "high  rollers" 
favored  by  the  gaming  mdustry.  The  LVCVA  has  offices  m  some  of  these  countries  and 
conduct  regular  visits  there  to  promote  Las  Vegas  and  to  bring  conventions  from  those 
cities  to  Las  Vegas. 

J.  Melvin  Muse,  president  of  Muse  Cordero  Chen,  Inc.  states,  "When  ethnic  groups 
represent  a  key  customer  group,  we  need  to  design  and  implement  micro-programs  that 
capitalize  on  their  diverse  cultural  backgrounds,  their  needs  and,  if  required,  their 
languages  ~  without  creatmg  or  perpetuatuig  negative  stereotypes.  We  should  coordinate 
ethnic  advertising  and  marketing  programs  with  general  programs  instead  of  ignoring  them, 
or  creating  fragmented  messages.  These  should  be  included  into  the  thrust  and  themes  of 
mainstream  advertising  for  products  and  services.  In  not  doing  this,  most  advertisers  are 
missing  the  boat. 

Is  Ethnic  Marketmg  m  Las  Vegas,  good,  had  or  indifferent'^  It's  good  in  those 
instances  where  advertisers  have  seen  the  light  and  have  addressed  the  need.  It's  bad 
where  it's  disregarded.   Worst  yet,  when  those  who  practice  that  sort  of  disregard  don't 
mind  taking  the  hard-earned  moneys  of  the  people  they  ostracize.  On  the  average 
though,  there  is  a  great  indifference  to  its  value  m  the  scheme  of  things. 

Las  Vegas's  tourism  industry  proudly  proclaim  the  fact  that  we  are  "putting  a  new 
face"  on  our  message  to  attract  more  families  and  conventions  to  our  burgeoning  city, 
with  Its  many  new  attractions  and  hotel  rooms  to  fill.   That's  well  and  good.  As  long  as 
our  local  businesses,  hotel  properties,  restaurants,  theme  parks,  entertainment  venues, 
other  industry  leaders  and  their  advertising  representatives  continue  to  produce  and 
promote  ads  that  do  not  include  ethnic  minorities  in  a  manner  that  represents  their 
existence  and  participation  m  the  scheme  of  things,  ethnic  groups  are  leff  with  the 
conclusion  that  they  don't  count  and  are  not  necessarily  welcome.  If  our  "new  attitude"  is 
trulv  sincere,  may  I  suggest  that  African-American.  Hispanic,  Asian  and  Native  American 
"faces"  he  added  to  the  picture]'  It's  good  business! 

I  love  Las  Vegas'  And,  I  am  proud  to  .say.  "I'm  a  Nevadan".  I  find  the 
expansiveness.  the  rugged  individualism,  the  energy  and  the  diversity  of  our  state  and  its 
people  exhilarating  and  intriguing.  I  have  a  lot  of  faith  m  all  of  us  who  live  and  work 
here.   We  must  do  our  part  to  make  it  a  better  place  for  all  of  its  diverse  people. 


55 


FACTS :  Did  You  Know ... 

Southern  Nevada  is  represented  by  a  wide  range  of  ethnic  and  cultural  groups,  making  it  one  of 
the  "melting  pots"  in  the  US    Approximately  30+  percent  of  Southern  Nevada's  present  population  is 
comprised  of  ethnic  minorities  as  follows: 


African- Americans 

12.8% 

Hispanics 

12.4% 

Asians 

48% 

Native  Americans 

10% 

Others 

1.0% 

Jointly,  these  groups  represent  a  substantial  portion  of  the  media  market  and  do  exercise  a 
tremendous  influence  on  the  area's  economic,  social  and  political  atmosphere.  Subsequently,  getting  the 
attention  and  support  of  ethnic  consumers  can  have  a  profound  efifect  on  a  company's  bottom  line 

AFRICAN-AMERICANS 

*  more  than  105,000  of  our  area's  population  is  African- American 

*  on  weekends,  African- American  consumer  viewership  surpasses 
white  consumer  viewership  in  all  day-parts 

HISPANICS 

*  the  Hispanic  population  is  not,  in  itself,  a  homogeneous  culture 

*  the  US.  Census  Bureau  reported  that  the  Nation's  Hispanic 
population  has  increased  by  approximately  35%  since  1980,  roughly 
five  tiroes  as  fast  as  the  rest  of  the  population 

ASIANS 

*  Asians  represent  a  wide  variety  of  cultures,  languages  and  tastes 

*  a  higher  percentage  of  Asian  consumers  than  the  general  population 
report  an  annual  household  income  of  $75,000.00  or  more 

There  is  an  vast  disparity  in  the  representation  of  ethnic  minorities  in  the  work-force  as  it  pertains 
to  policy  making  positions.  The  figures  are  even  more  dismal  in  the  advertising,  public  relations,  tourism 
and  hotel  &  casino  industries. 

*  according  to  the  US.  Bureau  of  Labor  Statistics  (BLS),  African-Americans  make  up 
10  1  %  of  the  nation's  workforce,  but  only  2  1%  of  managers  in  marketing,  public 
relations  and  advertising  positions    In  Southern  Nevada,  those  figures  are  even  less, 

*  while  African-Americans  make  up  12%  of  the  US  population  and  1 1  3%  of  the 
readership  of  all  magazines,  they  represent  only  3  2%  of  the  21,007  people  shown  in 
reviewed  ads  in  a  study  conduaed  on  magazine  advertising    In  Las  Vegas  it  would  be 
far  less; 

*  only  35  of  the  estimated  4,000  professionals  accredited  by  the  PRSA  are  ethnic 
minorities, 

*  of  the  thousands  of  management  level  positions  throughout  the  tourism  industry  in 
Nevada,  there  are  fewer  than  3%  ethnic  minority  professionals  employed  in  therein; 

(KOI  KCES:  1  ht  Minority  Kfpon,  HIafmia  ia  PoWicv  Ihr  L.S.  Baima  of  Labor  Madstln,  thr  I  .S.  Cnem  Vanaa.  Las  \  rgm 
Fenptttlvr,  The  Cenur  for  Builam  tmt  tjamamlt  Kcscarch,  Black  EntrrprtK  Macazine,  Black Convauions  MataziiK) 
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Las  Vegas,  which  played  host  to 
over  1,655  conventions  with 
an  astounding  1.79  million  dele- 
gates in  1991,  was  stunned 
earlier  this  year  by  an  outburst  of 
violence  and  destruction  in  the  city's 
predominantly  black  west  side.  The 
six-month  old  disturbance  which  took 
place  on  Apnl  29th  in  Nucleus  Plaza, 
the  only  shopping  mall  in  West  Las 
Vegas,  was  created  by  the  chilling 
combination  of  the  Rodney  King  beat- 
ing verdict  and,  according  to  many  of 
the  city's  African-Amencan  com- 
munity and  business  leaders,  the  lack 
of  minonty  inclusion  in  Ihecitys $14- 
billion  tounsm  industry. 

According  to  published  reports,  the 
disturljances  were  sparked  when  a 
group  of  African-Amencan  protes- 
ters attempted  to  mount  a  peaceful 


By  Liz  Floumoy 


MWT 

MWESr 
USIffiBAS? 

African-Americans  in  hospitality  are 

no  better  off  than  the  rest  of  the 

black  comnnunity.  Both  are  denied 

what  they  need  most.  Access! 


demonstration  along  the  Las  Vegas 
Strip,  in  an  effort  to  voice  their  dis- 
pleasure with  the  acquittal  of  four 
UA.P.D.  police  officers  charged  in  the 
brutal  beating.  The  peaceful  demon- 
stration turned  violent  when  Las 
Vegas  police  bamcaded  the  marchers 
on  Main  Street  preventing  them  from 
moving  their  protest  out  of  the  black 
community  and  into  the  heavily  tra- 
veled casino  district  Protesters  even- 
tually turned  their  anger  and  frustra- 
tion inward  burning  and  looting  their 
own  community  to  the  tune  of  $6 
million  plus. 

The  unfortunate  results  have  left 
this  glitter-by-night  destinatioa  worth 
an  additional  $4. 1  billion  in  gaming 
revenues,  with  a  tarnished  image 
among  many  African-American  con- 
vention groups,  and  pondering  the 
nightmarish  specter  of  lost  business 
and  dwindling  revenue. 

Mayor  Jan  Laverty  Jones.  Las  Vegas' 
first  female  elected  official,  has  em- 
barked on  the  arduous  journey  of 
mending  the  city's  battered  African- 
American  westside  community.  This 
may  be  easier  said  than  done,  since 
there  are  no  tourist  casinos,  banks, 
fast-food  restaurants,  supermarkets, 
pizza-parlors  or  even  adequate  bus 
service  available  to  the  29.529  African- 
Amencan  residents  there. 

"We  in  West  Las  Vegas  are  like  an 
island ",  says  Rev.  Jessie  P.  Scott  pre- 
sident of  the  local  NAACP.  whose 
offices  were  destroyed  during  the  dis- 
turbances. This  is  the  fastest  grow- 
ing city  in  the  fastest  growing  state, 
where  billions  of  dollars  change  hands 
every  day  and  three  times  the  percen- 
tage of  unemployment  among  whites 
prevail  with  blacks.  So  none  of  the 
tourism  or  gaming  revenue  has  spilled 
over  to  us. "  he  says. 

Adds  Chan  Kendrick.  Director  of 
the  Las  Vegas  branch  of  the  American 
Civil  Liberties  Union.  "It  is  clear  that 
there  is  a  great  deal  of  institutionalized 
racism  in  the  Las  Vegas/Southem 
Nevada  community.  But  it  is  also  true 
that  the  African-American  com- 
munity has  never  been  considered  a 
part  of  Las  Vegas.  The  employment 
statistics  in  Las  Vegas/Clark  County 
for  the  Black  community  aie  abysmal 
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All  you  have  to  do  is  walk  into  any 
major  casino  and  look  around.  You 
will  not  find  any,  or  else  very,  very 
few  African-Axnencan  floor  managers 
or  people  who  supervise  them  in  any  of 
the  casinos.  You  will  just  not  find  that" 
Also  a  rarity  is  Airican-Amencan 
presence  in  the  revenue-driven  gam- 
ing industry.  The  United  States  Equal 
Employment  Opportunity  Commis- 
sion, in  conjunction  with  the  U.S. 
Department  of  Justice,  has  monitored 
a  court-ordered  hiring  plan  (EEOC  vs. 
Nevada  Resort  Association)  since  1971 
that  would  have  increased  minority 
employment  at  casinos  on  the  Strip. 
"It  has  a  long  history,   says  Steven 
R.  Gaffin.  attorney  for  the  Los  Angeles 
EEOC  division.  The  case  originated 
as  a  suit  filed  by  the  Department  of 
Justice  20  years  ago,  before  the  EEOC 
had  any  authonty  to  try  such  a  suit. 
So,  through  litigation,  the  Depart- 
ment of  Justice  settled  claims  against 
several  casinos  and  the  unions,  most 
of  whom  are  on  the  Strip,  and  that 
consent  decree  is  enforced  in  Nevada 
by  the  district  court  judge.  It  was 
monitored  by  the  Department  of  Jus- 
tice for  several  years,  then  it  trans- 
ferred to  the  EEOC  office  in  San  Fran- 
cisco where  it  was  monitored   for 
several  years.  Eventually  it  landed  in 
the  Los  Angeles  office  for  monitonng 
for  the  last  10  years,    he  continues. 
S   This  IS  an  ongomg.  open-ended  consent 
"    decree.  There  s  no  closing  date  on  it 
because  that  s  the  wav  the  Depart- 
ment of  Justice  negotiated  it.  which  is 
not  an  ideal  situation  if  you  want  to 
have  a  timetable  or  a  deadline.  So  we 
intend  to  keep  monitonng  this  case." 
According  to  the  State  of  Nevada 
Athletic  Commission,  Luther  Mack  is 
,  the  sole  African-Amencan  boxing 
commissioner,  while  Patncia  Jarman 
iS  the  firet  and  only  African-American 
woman  or  person  of  color  to  hold  the 
coveted  position  of  international  box- 
•ng  judge,  and  Leon  Hardison.  is  the 
commission  s  only  inspector  for  bouts 
who  IS  Afncan-Amencan.  There  are 
several  boxing  referees  who  are  black, 
including  Richard  Steele  (also  a  pit 
boss  at  the  Golden  Nugget  Hotel  and 
Casino),  and  new  commission  appointee 
Kenny  Bayles.  Gladys  Steele,  who 
manages  4  boxers  including  feather- 
weight Melvin  Lewis,  is  the  com- 
missions only  Afncan-Amencan  pro- 
fessional fight  manager. 
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In  terms  of  gaming  establishments, 
Elijah  Greens  New  Town  Tavern  is 
Las  Vegas'  only  black-owned  full- 
service  casmo,  with  Green  holding 
the  highest  level  gaming  license  in 
the  state.  Sara  Ann  Knight-Preddy, 
owner  of  the  Moulin  Rouge,  is  the 
first  and  only  Airican-Amencan  woman 
in  the  state  to  hold  one  as  well.  The 
other  African-Amencan  holders  of 
gaming  licenses  can  be  counted  on 
both  hands. 

The  employment  statistics  for  gam- 
ing and  tourism "  says  Kendricks,  "have 
to  be  some  of  the  worst  in  the  nation 
with  regard  to  African-Amencans  on 
jobs  that  pay  a  decent  wage.  So  you 
have  a  temble  employment  situation, 
you  have  a  hostile  police  department 
which  cares  only  about  protecting  the 
casinos  interests.  And  vou  have  a 
political  leadership  that  is  oblivious  to 
West  Las  Vegas.  So  when  you  com- 
bine those  three  factors,  it  s  no  won- 
der we  had  disturbances  here.  The 
amazing  thing  is  that  those  distur- 
bances didn't  take  place  a  long  time 
ago  and  weren't  more  violent. ' 

One  solution  which  has  been  placed 
on  the  table  through  the  mayors 
diligence,  is  the  establishment  of  the 
24-member  Multijunsdictional  Com- 
munity Empowerment  Commission 
(MCEC),  comprised  of  the  city  s  and 
state's  leading  movers  and  shakers. 
Among  the  members  serving  are  City 
Councilman  Frank  Hawkins,  Gov. 
Robert  Miller,  Assemblyman  Morse 
Artjerry,  (D-Las  Vegas),  Assemblyman 
Wendell  Williams  (D-Las  Vegas),  state 
Sen.  Joe  Neal  (D-North  Las  Vegas), 
Clark  County  Commissioner  Willliam 
Pearson,  Las  Vegas-  Police  Deputy 
Chief  Walt  Myers,  Horseshoe  Casino 
owner  Jack  Binioa  Sharon  Craft  (rep- 
resentative of  the  U.S.  Small  Business 
Administration),  Peter  Thomas  (pre- 
sident of  Valley  Bank),  Thomas  Peter- 
son of  the  NAACP,  Carl  Rowe  (exec- 
utive director  of  the  Las  Vegas  Hous- 
ing Authority),  and  Mirage  Resorts, 
Inc.  Chairman  Steve  Wyrm.  Hawkins, 
Arberry,  Williams,  Pearson,  Neal  and 
Peterson  are  black. 

According  to  Barbara  Bucklev,  the 
mayors  appointee  to  the  MCEC  Rein- 
vestment Subcommittee  who  is  also 
staff  attorney  for  Nevada  Legal  Ser- 
vices and  a  key  player  in  the  tanking 
negotiations.  Bank  of  Amenca  and 
First  Western  Bank  have  agreed  to 


open  branches  in  West  Las  Vegas, 
which  will  end  that  community's  reli- 
ance on  check-cashing  outlets.  Von's 
Supermarkets,  Inc.  has  also  agreed  to 
open  the  first  major  retail  food  outlet 
there  m  the  near  future. 


For  a  community  that  has  just 
been  underserved  tremen- 
dously and  have  been  forced 
to  rely  on  check-cashing  ser- 
vices, this  IS  a  tremendous  step  in  the 
nght  direction, "  says  Buckley.  If  the 
community    residents    do    not    see 
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physical  improvement  they  are  going 
to  think  that  the  committee  is  just 
going  to  come  up  with  a  study  and 
then  put  It  on  the  shelf  and  nothing 
will  get  people  more  discouraged, " 
she  continues.  "People  are  already 
discouraged.  I  think  that  is  one  of  the 
reasons  why  Mayor  Jones  said  that 
we're  not  going  to  study  this  but  issue 
short  term  recommendations,  because 
we  already  know  what  the  problems 
are.  And  shes  nght  —  we  do.  It s 
redlining.  It  s  apathy.  West  Las  Vegas 
IS  segregated.  We  had  both  citywide 
intentional  and  housing  authority- 
wide  intentional  segregation  policies. 
So  I  think  that  s  one  real  positive 
aspect  about  the  task  force,  that  it  s 
not  a  study  committee.' 

Despite  the  recessionary  penod  and 
the  disturbances  of  late  April,  national 
black  association  delegates  will  be 
convening  in  this  desert  watenng  hole 
by  the  thousands.  According  to  the 
Las  Vegas  Convention  and  Visitors 
Authonty  (LVCVB),  well  over  52,300 
delegates  representmg  over  2 1  African- 
Amencan  associations  and/or  family 
reunions  are  booked  there  into  1997. 

Considenng  the  paucity  of  African- 
Amencans  in  Las  Vegas'  hospitality 
industry,  the  work  done  by  the  only 
two  AJrican-Amencan  sales  manageis 
in  that  market  —  Roosevelt  Toston 
and  Rita  Holbert  —  is  all  the  more 
remarkable.  Together,  Toston  who  is  a 
top  flight  1 7-year  sales  veteran  with 
the  LVCVA  and  Holbert  the  Ramingo 
Hilton  s  human  dynamo  national  sales 
manager,  have  hawked  over  $30  million 
worth  of  Afncan-American  conven- 
tion business  for  the  city. 

Other  noteworthy  African-American 
hospitality  professionals  in  the  area 
include:  Walter  Mason,  director  of 
entertainment  for  the  Las  Vegas  Hilton; 
Verdia  E.  Turner,  a  senior  buyer  for 
the  LVCVA;  Julius  Taylor,  director  of 
hotel  operations  for  the  Tropicana 
Hotel  and  Country  Club;  Don  Givens 
manager,  and  Antinita  Brant,  Room 
Reservations  manager,  both  for  the 
Excalibur  Hotel  and  Casino;  Robert 
Foster,  assistant  hotel  manager  for 
the  Flamingo  Hilton;  and,  Ed  Miles, 
Michael  Willis.  Barbara  Rhodes  and 
Tony  Smith,  all  front  desk  assistants 
for  the  Sahara  Hotel  and  Casino,  and 
Diana  Aird.  president/owner  of  ^rd 
and  Associates  —  the  only  licensed 
African-Amencan  convention  services/ 
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event  planning  firm  in  the  city.  All 
toll,  there  are  just  13  Airican-Ainerican 
protessionals  in  Las  Vegas'  hos- 
pitality industry.  Disturbinglv  few  for 
a  citv  that  boasts  76,806  hotel/motel 
rooms,  especially  when  you  consider 
the  amount  ol  money  pumped  into 
local  coders  bv  black  tourists  and 
convention  groups. 

The  solution,  seemingly,  will  lie  in 
the  city  s  willingness  to  support  a 
common  coalition  between  the  city  s 
powers-that  be  and  local  community 
residents,  in  this  era  ol  diversity  and 
change  in  the  Amencan  customer 
base,  to  address  economic  concerns 
from  people  of  color  and  women  in  the 
business  as  well  as  pnvate  sectors. 

Such  an  approach  has  been  suc- 
cessfully implemented  In  several  other 
( ities.  For  instance.  Reint  Reinders, 
president  of  the  San  Diego  ConvenUon 
and  Visitors  Bureau.  Melvin  Tennant 
(an  African-AmencanI,  president  of 
the  Charlotte  Convention  and  Visitors 
Bureau,  and  Thomas  Muldoon,  presi- 
dent of  the  Philadelphia  CVB.  run 
threeof  the  most  progressive  bureaus 
in  the  country.  Each  has  recognized 
the  importance  o(  multiculturalisni 
and  diversity,  and  have  not  only  incor- 
porated this  concept  into  their  Mar- 
keting program,  but  have  made  it  an 
integral  part  of  their  procurement  and 
community  outreach  efforts  as  well. 

.According  to  Lee  Brown,  publisher 
of  the  Las  Vegas  SentinelA/'oice  New?.- 
paper.  Nevada  s  onlx'  black-owned 
newsweeklv,  the  Alncan-.'Xmencan 
business  community,  pnor  to  the  .Apnl 
disturbances,  had  been  suffenng 
greatly  due  to,  say  local  minontv 
entrepreneurs,  their  lack  of  inclusion 
in  the  tounsm  and  gaming  industries. 
The  state  ol  black  business  has 
been  fairly  poor  here,  says  Brown. 
"There  has  been  a  lot  of  redlining  in 
the  banks  as  far  as  giving  minonties 
loans,  which  has  been  regionally  docu- 
mented Not  a  whole  lot  has  been 
done  vet,  as  far  as  the  mayor  s  task 
lorce  IS  concerned,  but  there  is  still 
hope  that  thev  will  accomplish  some- 
thing. They  have  begun  to  rebuild 
the  section  of  town  destroyed  by  the 
fires.  They've  set  up  a  |ob  program  to 
get  youths  off  the  streets  and  into  jobs 
lor  the  summer.  So  that  was  a  start. 
It  s  only  been  a  couple  of  months,  so 
there  s  still  a  little  hope.  It  has  to  start 
VMth  jotis  and  also  building  more  black 


Jackson  Avenue  i 

businesses  in  the  community.  We 
have  two  black  state  assemblymen  as 
well  as  a  black  city  councilman  and 
they  re  doing  the  best  that  they  can. 
but  with  limited  power. " 

The  answer,  say  industry  in- 
siders, rests  on  how  effective 
the  results  will  be  from  the 
mamage  between  the  new 
commission  and  the  minontv  busmess 
rommunilN .  Will  Afncan-Amencan, 


West  Las  Vegas 

other  minonties  and  women  entrep- 
reneurs get  their  fair  slice  of  the 
massive  tounsm  and  gaming  pie  in 
this  city  of  24-hr.  expenditures? 

"I  think  the  task  force  is  going  to 
produce  tangible  results,"  reflects 
Buckley.  "With  the  people  on  the  task 
force  —  the  Mayor,  Councilman  Haw- 
kins, Sen.  Neal  and  the  casino  owners 
—  I  think  that  if  were  all  working 
together,  we  are  going  to  produce  posi- 
tive results  lor  West  Las  Vegas.  n 
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OFFICIAL  ETHNIC  DESTINATION/VISITORS  GUIDE 


LAS  VEGAS  CONVENTION  ^  &  VISITORS  AUTHORITY 

"Celebrating  Our  Cultural  Diversity' 

AIRD  &  ASSOCIATES  TO  PRODUCE 
FIRST  ETHNIC  DESTINATION  GUIDE  FOR  LVCVA 

Aird  &  Associates  has  contracted  with  R  &  R  Advertising  to  produce  the  first 
Ethnic  Destination  Guide  on  behalf  of  the  Las  Vegas  Convention  and  Visitors  Authority  in 
conjimction  with  the  advertising  agency's  marketing  efforts  for  the  LVCVA.  Diana  Aird, 
president  of  the  firm  will  spearhead  the  project  as  Editor/Pubhsher  of  the  pubhcation. 
Aird  is  also  a  columnist  for  the  Las  Vegas  Sentinel- Voice  and  Wick  Communications, 
pubhsher  of  the  Las  Vegas  Business  Press,  the  Las  Vegas  New  Times  and  Prime. 

The  Ethnic  Destination  Guide  will  highlight  and  promote  Las  Vegas  as  a  culturally 
and  ethnically  diverse  destination,  and  will  be  designed  to  target  and  attract  more  ethnic 
consumers  to  Las  Vegas.  The  pubhcation,  titled:  "Celebrating  our  Cultural  Diversity, " 
will  be  available  in  June  1994.  Pubhshed  twice  annually,  the  publication  will  be  inserted 
into  approximately  250,000  of  the  LVCVA's  Official  Visitors  Guide  ...  100,000  of  the 
LVCVA's  Official  Travel  Guide,  and  there  will  be  100,000  fi-ee-standing  Official  Ethnic 
DestinationA^isitors  Guides  (total  annual  circulation:  450,000),  which  will  be  distributed 
to  professional  and  civic  organizations  and  Chambers  of  Commerce  across  the  U.S.  and 
abroad.  The  fi^ee,  fiill-color  Ethnic  Destination  Guides  will  be  16  to  24  pages. 

"In  addition  to  the  traditional  Las  Vegas  attractions,  we  want  to  promote  the  area's 
various  cultural  and  ethnic  activities  and  places,"  says  Rossi  Ralenkotter,  LVCVA  vice 
president  of  marketing.  "We  are  always  looking  for  ways  to  expand  our  visitor  base, 
especially  with  the  addition  of  more  than  10,000  new  rooms.  The  "Celebrating  our 
Cultural  Diversity"  publication  will  complement  those  efforts." 

The  Ethnic  Destination  &  Visitors  Guide  affords  local  ethnic-owned  businesses  that 
provide  products  and  services  that  appeal  to  consimiers  within  the  tourism,  hospitality  and 
entertainment  industries  an  opportunity  to  reach  the  over  25  million  tourists  that  are 
expected  to  visit  Las  Vegas  during  1994.  The  fact  that  Southern  Nevada  provides  broad 
appeal  to  the  global  marketplace  which  is  comprised  of  multi-cultural  and  multi-ethnic 
populations,  means  that  we  must  recognize  the  special  need  for  diversity  in  our 
mailceting/advertising  efforts.    The  LVCVA's  Ethnic  Destination  &  Visitors  Guide 
provides  that  opportunity  for  our  local  business  community. 
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DIANA  AIRD 


DIANA  AIRD,  president  of  Aird  &  Associates  and  Editor/Publisher  of  the  LVCVA's  first  Ethnic 
Destination  &  Visitors  Guide,  has  been  a  resident  of  Southern  Nevada  since  1983  Since  establishing  her 
residence  in  Las  Vegas,  Ms  Aird  has  been  a  consultant  providing  a  wide  range  of  services  including.  Special 
Events  Planning  &  Coordination,  Public  Relations  and  Publicity,  Marketing  &  Business  Development 
(specializing  in  ethnic  marketing  programs),  Drect  Mail,  Creative  Concepts  &  Designs  and  Feature  Film 
&  Video  Production  Services  and  Educational  Programs. 

During  her  20-year  professional  career  in  marketing,  special  events  production  and  promotion, 
communications,  sales  and  management,  Diana  has  acquired  extensive  knowledge  pertaining  to  a  broad 
spectrum  of  business  operations.  Her  clientele  represent  many  industries,  including  the  sports, 
entertainment,  tourism  and  hospitality,  convention  fields  a  well  as  business  development,  retaiUng,  the 
corporate  and  government  arenas.  Diana  has  also  been  the  producer  and  host  of  her  own  television 
program,  titled  "PROFILES,"  which  aired  on  KTNV  TV-13  (the  ABC  Network)  and  was  rated  #1  in  its  time 
slot  by  Arbitron.  In  addition,  she  co-produced  the  "Minority  Business  Review"  on  KLAV  AM  1230 

Prior  to  relocating  to  Las  Vegas,  Ms.  Aird  directed  the  marketing,  sales  and  pubUc  relations  activities 
of  a  catering  and  convention  services  firm  in  San  Diego,  CA.  Originally  fi-om  New  York  City,  she  held  a 
variety  of  challenging  and  responsible  positions  there,  such  as  Vice  President  of  Marketing  &  Sales  for  a 
graphics  and  print  firm.  Marketing  Manager  for  the  Creative  Division  of  an  employment  agency.  Associate 
Systems  &  Procedure  Analyst  for  the  City  of  New  York  as  well  as  several  teaching  positions  in  the  field  of 
Business  Education. 

Ms.  Aird's  formal  education  includes  a  B.S.  Degree  in  Marketing  &  Business  Education  fi'om  New 
York  University,  with  a  special  emphasis  on  Management,  Sales  and  Communication.  Diana  was  bom  in  the 
Republic  of  Panama  in  Latin  America  and  is  fluent  in  Spanish;  with  a  proficiency  in  other  romance  languages 
(i.e.  FretKh,  Italian,  etc.). 

Diana  is  very  active  in  the  Southern  Nevada  community,  having  been  afiBliated  with  nimierous 
professional,  civic  and  cultural  organizations  over  the  years  (i.e.  The  National  Association  of  Black 
Journalists  ai«i  treasurer  for  its  Las  Vegas  Chapter,  The  Greater  Las  Vegas  Chamber  of  Commerce;  The 
Nevada  Black  Chamber  of  Commerce,  The  Latin  Chamber  of  Commerce,  The  Nevada  Minority  Purchasing 
Council,  The  Las  Vegas  Ad  Club,  The  Society  of  Professional  Journalists,  National  Association  of  Female 
Executives,  Women  in  Convention  Sales  Association  (WCSA),  the  Small  Business  Administration's 
S.C.O.R.E  group  as  an  A.C.E.  member.  The  Allied  Arts  Council  and  the  SIMBA  Talent  Development 
Center  —  to  name  a  few).  In  addition,  she  renders  her  professional  services  on  a  vohinteer  basis  to  countless 
humanitarian  organizations  and  efforts  in  the  community  as  well. 


Qird  &  Qssociates 


3838  Raymert  Drive  •  Las  Vegas,  NV  89121  •  (702)  456-3838  •  FAX  (702)  456-4120 


62 


OFFICIAL  ETHNIC  DESIINAIION/VISITORS  GUIDE 


LAS  VEGAS  CONVIMnON  ^  *  VISITOIB  AUTHORITY 


"Celebrating  Our  Cultural  Diversity" 

SUMMER/FALL  1994  ADVERTISING  RATES 

INSERTIONS  IN: 

Official  Visitors  Guide:  250,000  Official  Travel  Guide:  100,000 

FREE  STANDING  ETHNIC  GUIDES:   100,000 

Total  Annual  Circulation:  450,000 

TWo  Time  Rate  _  . 

B/W  2-Color         4-Color 


FULL  PAGE 

$2993 

$3180 

$3780 

2/3  PAGE 

2711 

2885 

3424 

1/2  PAGE 

1924 

2111 

2524 

1/3  PAGE 

1643 

1793 

2168 

1/6  PAGE 

855 

1043 

1418 

1/12  PAGE 

518 

N/A 

N/A 

One  Time  Rate 


Per  Issue/Six  Months 

B/W 

2-Color 

4-Color 

FULL  PAGE 

$3300 

$3499 

$4140 

2/3  PAGE 

2981 

3174 

3749 

1/2  PAGE 

2141 

2340 

2775 

1/3  PAGE 

1635 

1980 

2374 

1/6  PAGE 

983 

1131 

1506 

1/12  PAGE 

585 

735 

N/A 

Cover  Rate 

»er  Issue/Six  Months 

IWo  Time  Rate 

(Per  Issue) 

One  Time  Rate 

(Per  Issue) 

OUTSIDE  BACK  COVER 

$4080 

$4451 

INSIDE  FRONT  COVER 

4005 

4373 

INSIDE  BACK  COVER 

3930 

4294 

Cteslng  Date:  May  16. 1994  Photography:  $70  per  hour  and 

Pr^mumPoettion.:  Rate  .  10%  additional.     $60  per  roll  for  transparenoes  (2  hour  min.). 
Rret  Time  Advertisers:  50%  deposit  on  ad  rate  required  with  signed  contract. 
Commlssions/Tefms:  15%  on  gross  billing  to  recognized  agencies.  5%  cash  discount 
for  all  full  payrrrent  with  contract 

Reference  Listing:  All  advertisters  are  automatically  given  a  free  reference  listing 
including  business  name,  address  and  telephone  number,  plus  15  words.  Listing  will 
have  page  number  reference  to  ad. 

a_^    ^M                 ,      ,               (See  back  for  ad  size  and  mechanical  requirements.) 
ird  &  associates 
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OFROAL  ETHNIC  DESTINATION/VISITORS  GUIDE 


IAS  VEGAS  CONVENTION  ^^*  VBirOSS  AUTHORITY 


1/3 

PAGE 

SQUARE 

1/3 

PAGE 

VER- 

TICAL 

AD  SIZE 
SPECIFICATIONS 


1/6 
PAGE 

1/12 
PAGE 

MECHANICAL  REQUIREMENTS 

Production  Assistance:  The  publisher  can  provide  basic 
assistance  in  the  production  of  all  ads.  Production  charges  will 
be  quoted  upon  request. 

Black  &  White  Ads:  Advertiser  or  Agency  must  supply  one  of 
the  following:  1)  right-reading  emulsion  down  negative  film  with 
dylux  proof;  2)  stat  or  velox  up  to  150  line  screen  for  halftones. 

Four  Color  Ads:  Advertiser  or  Agency  Is  to  provide 
right-reading  emulsion  down  negative  film,  one  piece  per  color, 
150  line  screen,  with  a  matchprint  or  progressive  proof. 

Bleed  Ads:  Only  full  page  ads  may  bleed.  Trim  size  is  8-3/8  x 
10-7/8".  Film  size  for  bleed  pages  should  be  8-5/8  wide  x 
11-1/8"  deep.  Note:  On  all  bleed  materials,  keep  live  material 
1/2"  from  trim  on  top,  bottom  and  outside.  Gutter  bleeds:  Live 
matter  should  be  held  1/4"  each  side  of  gutter  on  spreads. 

Qird  &  Qssociates  — 


AD  DIMENSIONS 


Standard  Sizes 

Width 

Depth 

Full  Page 

8 

X 

10 

2/3  Page 

4-7/8 

X 

10 

1/2  Page 

8 

X 

4-5/8 

1/3  Page  Square 

4-7/8 

X 

4-5/8 

1/3  Page  Vertical 

2-5/16 

X 

10 

1/6  Page  Vertical 

2-5/16 

X 

4-5/8 

1/12  Page  Square 

2-3/8 

X 

2-3/8 

Page  Trim  Size 

8-3/8 

X 

10-7/8" 
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LAS  VEGAS 


HcCARRAN  INTERNATIONAL  AIRPORT 


Department  of  Aviation 


Robert  N.  Broadbent 

DIRECTOR  Of  AVIATION 

PottalBoillOOS 
LuVcgu.NV  89111-1005 

P02)261-S211 
F«a02)79M591 
or  (702)  597-9553 


TESTIMONY  OF 

ROBEFTT  N.  BROADBENT,  DIRECTOR 

CLARK  COUNTY  DEPARTMENT  OF  AVIATION 

BEFORE 

THE  HOUSE  SUBCOMMITTEE  ON  PROCUREMENT.  TAXATION  AND  TOURISM 

HONORABLE  JAMES  BILBRAY,  CHAIRMAN 

RELD  HEARING 

LAS  VEGAS,  NEVADA 

MARCH  14,  1994 


dark  CouBty  Boud  of  ( 

Jiy  BInihain,  Clulniiao  •  Don  Schietliign.  Vice  Chabnan 

Piiil  J.  ChrUtCTMn  •  TlultalitDoiidero  •  Yvonne  AJUnxm  Cua  •  K<rmH>yel  •  Brace  L  Woodbury 

Donald  L -M' Slidmy.  Couay  Manater 
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TESTIMONY  OF  ROBERT  N.  BROADBENT,  DIRECTOR 

CLARK  COUNTY  DEPARTMENT  OF  AVIATION 

BEFORE  THE  HOUSE  SUBCOMMITTEE  ON  PROCUREMENT,  TAXATION  AND  TOURISM 

MARCH  14,  1994 


MR.  CHAIRMAN  AND  MEMBERS  OF  THE  SUBCOMMITTEE: 

GOOD  MORNING. 

MY  NAME  IS  ROBERT  BROADBENT.  I  AM  THE  DIRECTOR  OF  THE  CLARK  COUNTY 
DEPARTMENT  OF  AVIATION/MCCARRAN  INTERNATIONAL  AIRPORT.  THANK  YOU  FOR  THE 
OPPORTUNITY  TO  TESTIFY  BEFORE  YOU  TODAY  ON  THE  IMPORTANCE  OF  MCCARRAN 
INTERNATIONAL  AIRPORT  TO  NEVADA'S  ECONOMY. 

MCCARRAN  INTERNATIONAL  AIRPORT  IS  OWNED  AND  OPERATED  BY  THE  CLARK 
COUNTY  BOARD  OF  COMMISSIONERS.  I  SERVE  UNDER  THE  DIRECTION  OF  COUNTY 
MANAGER  PAT  SHALMY.  THE  CLARK  COUNTY  AVIATION  SYSTEM  INCLUDES  MCCARRAN, 
NORTH  LAS  VEGAS  AIR  TERMINAL,  AND  THREE  COUNTY-OWNED  GENERAL  AVIATION 
AIRPORTS  IN  OVERTON,  JEAN,  AND  SEARCHLIGHT. 

IN  1993,  NEARLY  12,000  NEW  HOTEL  ROOMS  WERE  ADDED  TO  LAS  VEGAS- 
INVENTORY  OF  OVER  86,000.  THAT  ALONE  BOOSTED  OUR  ANNUAL  PASSENGER  TOTAL  TO 
22.49  MILLION  PASSENGERS  ARRIVING  AND  DEPARTING  LAS  VEGAS  MCCARRAN 
INTERNATIONAL  AIRPORT.  THAT  MADE  US  THE  15TH  BUSIEST  AIRPORT  IN  THE  UNITED 
STATES,  ACCORDING  TO  PRELIMINARY  FIGURES  FROM  THE  AIRPORTS  COUNCIL 
INTERNATIONAL-NORTH  AMERICA  (ACI-NA). 

OUR  LATEST  ECONOMIC  IMPACT  STUDY  SHOWED  US  THAT  THE  AIRPORT 
GENERATES  $1 7.9  BILLION  A  YEAR  IN  MULTIPLIED  ECONOMIC  IMPACT  TO  THE  LAS  VEGAS 
VALLEY.  IF  WE  WERE  TO  ADD  A  SINGLE,  747  DAILY  FROM  OVERSEAS,  WE  WOULD  SEE 
OVER  $700  MILLION  A  YEAR  IN  MULTIPLIED  ECONOMIC  BENEFIT  TO  NEVADA. 
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WITH  THAT  KIND  OF  ECONOMIC  POTENTIAL,  AND  WITH  THE  GROWTH  ALREADY 
UNDER  WAY,  IN  LATE  1990,  WE  LAUNCHED  AN  EFFORT  TO  MARKET  LAS  VEGAS  TO 
FOREIGN  CARRIERS.  BY  EARLY  1992,  WE  HAD  IN  PLACE  A  COMPREHENSIVE  6- YEAR 
MARKETING  PLAN  TO  BRING  DIRECT  OVERSEAS  SERVICE  TO  LAS  VEGAS. 

LAS  VEGAS  IS  THE  7TH  MOST  POPULAR  DESTINATION  FOR  FOREIGN  VISITORS  TO 
THE  UNITED  STATES,  BUT,  WE  ARE  THE  ONLY  DESTINATION  IN  THE  TOP  TEN  WITHOUT 
DIRECT  OVERSEAS  AIR  SERVICE.  WE  HAVE  A  GOOD  DEAL  OF  CHARTER  TRAFFIC  FROM 
CANADA  AND  MEXICO,  AND  HAVE  SEASONAL  SCHEDULED  TRAFFIC  FROM  MEXICO. 

BUT  IN  THE  OVERSEAS  ARENA,  THE  COMPETITION  FOR  ACQUIRING  DIRECT  AIR 
SERVICE  IS  VERY  INTENSE.  FOR  A  MYRIAD  OF  REASONS,  MOST  OF  THEM  ECONOMIC,  U.S. 
CARRIERS  HAVE  EXPRESSED  LITTLE  CAPABILITY  OR  INTEREST  IN  SERVING  NEVADA  WITH 
DIRECT  OVERSEAS  FLIGHTS.  THEREFORE,  WE  FOCUSED  OUR  EFFORTS  ON  FOREIGN 
CARRIERS. 

IN  ORDER  TO  GET  ANY  FOREIGN  AIR  SERVICE,  A  BILATERAL  AIR  SERVICES 
AGREEMENT  MUST  BE  IN  PLACE  BETWEEN  THE  U.S.  AND  THE  FOREIGN  COUNTRY,  WHICH 
PERMITS  SERVICE  TO  NEW  CITIES,  SUCH  AS  LAS  VEGAS.  FEW  EXISTING  BILATERAL 
TREATIES  PROVIDE  SUCH  FLEXIBILITY. 

WITH  SUCH  A  TREATY  IN  PLACE,  UNDER  WHATS  CALLED  THE  "UNDERSERVED 
CITIES  PROGRAM,"  OR  SIMPLY,  THE  "CITIES  PROGRAM,"  A  FOREIGN  CARRIER  MAY  APPLY 
FOR  AN  EXEMPTION  TO  THE  BILATERAL  AGREEMENT  TO  PROVIDE  AIR  SERVICE  TO  A  CITY 
NOT  ALREADY  SERVED  BY  A  U.S.  CARRIER.  A  FEW  CITIES  HAVE  OBTAINED  SERVICE  THIS 
WAY. 

BOTH  INDEPENDENTLY  AND  IN  CONCERT  WITH  AN  ORGANIZATION  CALLED  "U.S. 
AIRPORTS  FOR  BETTER  INTERNATIONAL  AIR  SERVICE"  (USA-BIAS).  WE  HAVE  WORKED  AND 
ARE  WORKING  WITH  OTHER  "UNDERSERVED"  CITIES  TO  BREAKTHROUGH  THE  BARRIERS 
PREVENTING  ADEQUATE  FOREIGN  SERVICE. 
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HOWEVER,  A  MAJOR  ROADBLOCK  HAS  BEEN  THE  FAILURE  OF  THE  FEDERAL 
GOVERNMENTTO  NEGOTIATE  WORKABLE  BILATERALAGREEMENTS  WITH  THOSE  FOREIGN 
COUNTRIES  INTERESTED  IN  SERVING  NEVADA. 

TODAY,  VERY  FEW  COUNTRIES  HAVE  FAVORABLE  BILATERAL  ENVIRONMENTS. 
EVEN  WITH  WILLING  AIRLINES,  MOST  COUNTRIES  ARE  RE-NEGOTIATING  THEIR 
AGREEMENTS  WITH  THE  U.S.  MOST  NOTABLY,  CANADA,  GERMANY,  GREAT  BRITAIN,  AND 
JAPAN  -  THE  MOST  LIKELY  CANDIDATES  FOR  LAS  VEGAS  SERVICE  -  ARE  FAR  FROM  A 
FORMAL  AGREEMENT  WITH  THE  U.S.  MEXICO  AND  HOLLAND  HAVE  GOOD  TRADE 
CONDITIONS  AND  SHOW  PROMISE  FOR  SOME  FUTURE  SERVICE. 

WE  REALIZED  IN  1990  THAT  IT  WOULD  BE  A  SLOW  PROCESS  AND  PLANNED 
ACCORDINGLY.  I'M  PLEASED  TO  REPORT  THAT  WE  ARE  VERY  MUCH  ON  SCHEDULE.  BY 
THIS  TIME  NEXT  YEAR,  WE  HOPE  TO  SEE  THE  FIRST  OVERSEAS  FLAG  CARRIER  USHER  IN 
A  NEW  ERA  IN  AIR  SERVICE  TO  NEVADA. 

AND  IT  HAS  BEEN  A  CONCERTED  COMMUNITY  EFFORT  INVOLVING  ALL  SEGMENTS 
OF  OUR  ECONOMY  --  TOURISM,  BUSINESS,  AND  SUPPORT  SERVICES.  EARLY  ON,  WE 
JOINED  FORCES  WITH  THE  LAS  VEGAS  CONVENTION  AND  VISITORS  AUTHORITY  IN  OUR 
DISCUSSIONS  WITH  FOREIGN  AIRLINES. 

LATER,  BECAUSE  NEW  AIR  SERVICE  MUST  HAVE  THE  INVOLVEMENT  OF  CARGO  AND 
PASSENGER  INTERESTS,  WE  ENLISTED  THE  HELP  OF  TOURISM  AND  ECONOMIC 
DEVELOPMENT  ENTITIES  AT  THE  LOCAL  AND  STATE  LEVEL  IN  OUR  EFFORT. 

SUBSEQUENTTESTIMONYTODAY  WILL  OUTLINETHE  FORMATION  OFTHE  TOURISM 
AND  BUSINESS  DEVELOPMENT  COUNCIL  OF  SOUTHERN  NEVADA."  A  GROUP  NOT  YET  A 
YEAR  OLD.  MADE  UP  OF  AIRPORT,  TOURISM,  AND  BUSINESS  II^ERESTS  DEDICATED  TO 
ENHANCING  THE  ECONOMY  THROUGH  NEW  AIR  SERVICE. 
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ONE  OF  THE  MAJOR  COMPONENTS  OF  OUR  EFFORT  IS  THE  EXPANSION  OF  THE  LAS 
VEGAS  FOREIGN  TRADE  ZONE  ONTO  MCCARRAN  AIRPORT.  AN  APPLICATION  IS  ON  FILE 
WITH  THE  COMMERCE  DEPARTMENT  TO  EXPAND  THE  AIRPORT  FTZ  SPACE  FROM  10  TO 
160  ACRES.  THAT  WILL  GIVE  US  THE  CAPABILITY  TO  BUILD  FACILITIES  FOR  THE  DUTY- 
FREE ASSEMBLY  AND  DISTRIBUTION  OF  CARGO  COMPONENTS  FROM  FOREIGN 
COUNTRIES.   IT  IS  A  GREAT  MARKETING  TOOL  AND  A  POTENTIAL  BOOST  TO  BUSINESS. 

WE  BELIEVE  THAT  A  STRONG,  DIVERSE  ECONOMY  WILL  ATTRACT  MORE  AIR 
SERVICE,  THUS  INCREASING  TOURISM  AND  BUSINESS  DEVELOPMENT,  WHICH  IN  TURN, 
CREATES  A  STRONGER,  MORE  STABLE  ECONOMY.  ITS  A  FAVORABLE  UPWARD  SPIRAL 
THAT  CONTINUES  TO  CLIMB  WHEN  WE  WORK  TOGETHER  TO  KEEP  IT  GOING. 

WE  ALL  UNDERSTAND  THAT  THE  AIRPORT  PLAYS  A  KEY  ROLE  IN  NEVADA'S 
ECONOMY.  MORE  THAN  ANY  OTHER  ENTITY,  MCCARRAN  TOUCHES  ALL  SEGMENTS  OF 
THE  ECONOMY.  WE  ARE  THE  FIRST  AND  LAST  STOP  FOR  MANY  OF  LAS  VEGAS'  TOURISTS. 
BUSINESS  TRAVELERS,  AND  CARGO. 

WE  INTEND  TO  CONTINUE  WORKING  WITH  THE  LEADERS  IN  THE  RESORT,  GAMING, 
AND  HOTEL  BUSINESS;  THOSE  IN  THE  BUSINESS,  FINANCIAL  AND  INFRASTRUCTURE 
SUPPORT  SYSTEM,  AND  OUR  GOVERNMENT  LEADERS  WHO  PROVIDE  BOTH  THE  VISION 
AND  THE  FAVORABLE  ECONOMIC  ENVIRONMENT  FOR  A  WORLD  CLASS  RESORT 
DESTINATION,  AIRPORT  AND  COMMUNITY. 

AS  WE  LOOK  AROUND,  WE  RECOGNIZE  THAT  WE'RE  IN  A  BOOM  PERIOD.  WITH 
12,000  NEW  HOTEL  ROOMS,  AND  20%  MORE  PEOPLE  COMING  THROUGH  THE  AIRPORT, 
OUR  JOB  IS  CUT  OUT  FOR  US.  BUT  WE  NEED  TO  LOOK  TO  THE  FUTURE  TO  ENSURE  OUR 
ECONOMY  REMAINS  STRONG. 

AT  THE  AIRPORT  WE  ARE  PREPARING  FOR  THE  FUTURE.  NEXT  MONTH  WE  WILL 
COMPLETE  AN  EXTENSION  OF  OUR  MAIN  EAST-WEST  RUNWAY.  MAKING  IT  AMERICA'S 
SECOND  LONGEST  AIR  CARRIER  RUNWAY  ~  JUST  66  FEET  SHORTER  THAN  JFK  IN  NEW 
YORK.  THAT  GIVES  US  CAPACITY  FOR  HEAVIER  OVERSEAS  TAKEOFFS  IN  HOT  WEATHER. 
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ALSO  THIS  YEAR  WE  WILL  COMPLETE  CONSTRUCTION  OF  FOUR  NEW  GATES  IN  THE 
"C"  SATELLITE  TERMINAL  IN  SEPTEMBER,  BRINGING  OUR  TOTAL  TO  60  GATES.  THAT 
INCLUDES  THE  THREE  DEDICATED  INTERNATIONAL  ARRIVAL  GATES  ATTACHED  TO  OUR 
U.S.  CUSTOMS  AND  IMMIGRATION  FACILITY. 

FINALLY  THIS  YEAR,  IN  DECEMBER,  WE  WILL  OPEN  A  NEW  TUNNEL  UNDER  THE 
RUNWAYS  WITH  NON-STOP  ACCESS  TO  INTERSTATE  15  FROM  THE  AIRPORT. 

FOR  THE  LONG  RANGE  FUTURE,  WE'RE  IN  THE  DESIGN  STAGES  OF  A  NEW  9-LEVEL 
PARKING  STRUCTURE  EAST  OF  THE  EXISTING  GARAGE  AND  OVER  THE  EXISTING  OPEN 
PARKING  LOTS.  WE  ARE  BEGINNING  STUDIES  FOR  UPGRADING  OUR  NORTH-SOUTH 
GENERAL  AVIATION  RUNWAY  TO  FULL  AIR  CARRIER  CAPACITY. 

AND  WE'RE  STUDYING  THE  FEASIBILITY  OF  BUILDING  AN  ADDITIONAL  PASSENGER 
TERMINAL  TO  THE  EAST  OF  THE  MAIN  TERMINAL  TO  PROVIDE  ADDITIONAL  GATES  FOR  THE 
INEVITABLE  INCREASE  IN  TRAFFIC. 

AS  YOU  CAN  SEE.  BECAUSE  OF  A  THRIVING  ECONOMY,  WE  WILL  CONTINUE  TO 
HAVE  A  WORLD-CLASS  AIRPORT.  AND  BECAUSE  OF  A  FORWARD-THINKING  BOARD  OF 
COUNTY  COMMISSIONERS  WILLING  TO  EXPAND  THE  AIRPORT  FOR  THE  FUTURE,  WE  WILL 
CONTINUE  TO  HELP  THAT  GROWTH  FLOURISH  BEYOND  EXPECTATIONS. 

ITS  THAT  UPWARD  SPIRAL  CREATED  BY  THE  VISION  AND  FORESIGHT  OF  ALL 
CONCERNED  IN  THE  PUBLIC  AND  PRIVATE  SECTORS.  LAS  VEGAS  IS  SUCCESSFUL 
BECAUSE  WE  RECOGNIZE  THE  IMPORTANCE  OF  A  WORKING  PARTNERSHIP  AMONG 
TOURISM,  BUSINESS,  AND  GOVERNMENT. 

AS  OUR  ECONOMY  DIVERSIFIES,  WE  AT  THE  AIRPORT  PLAN  TO  CONTINUALLY 
CULTIVATE  THAT  COOPERATION.  WITH  A  BOOMING  RESORT  INDUSTRY  AND  A  GROWING 
BUSINESS  AND  INDUSTRIAL  BASE,  WE  CAN  MORE  EFFECTIVELY  ATTRACT  NEW  FOREIGN 
AIR  SERVICE.  BOTH  PASSENGER  AND  CARGO. 


70 


'  WE  ENLIST  YOUR  SUPPORT  IN  THIS  EFFORT.  PARTICULARLY  WITH  REGARD  TO 
MOVING  THE  INTERNATIONAL  BILATERAL  AGREEMENTS  FORWARD.  ONLY  THEN  CAN  WE 
BE  EFFECTIVE  IN  ATTRACTING  NEW  AIR  SERVICE  AND  MOVING  NEVADA'S  ECONOMY 
FORWARD. 

THANK  YOU. 
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1993  Annual  Deport 


^' 


\m^  Vegas  McCarran  International  Airport 
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In  March  1973,  Aviation  Diredor  Bk  Tayiot  and  marAers 
of  the  Qark  County  Board  of  Commiaionen  fomi  m  the 
fe^vitiei  at  the  opening  of  duiter  buddings  3 i  4,  now 
commonly  referred  to  oi  the  A  concoune.  {left  to  ri^t):  bk 
Taylor.  Tom  Wiesner,  Hobert  H.  SrooditeiH,  kfyroo  Leavitt, 
Aaron  WHiom,  and  Jack  l^titti. 
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hlhelate  }950's.  offkids  broke  ground  for  o  new 
reseortb  fodlity  locoied  in  the  oirpon  mdusthai  park, 
(left  to  riglil):  Senator  Howard  (amon,  Herb  Grier, 
Harley  Harmon,  5r,  and  Senator  Alan  Bible. 
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Clark  County  Board  of  Commissioners 


Don  Schlesinger 
Vice  Chairman 


Paul  J.  Christensen 


Thalia  M.  Dondero  Yvonne  Atkinson  Gates 


Karen  Hayes 


Bruce  L  Woodbury 
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MccSesage  to  Cu.^LomeroS 

&  Friendcs 


Las  Vegas'  relatively  short  but  spellbinding  his- 
tory is  replete  with  examples  of  pioneer  spirit, 
ingenuity,  and  innovation.  But,  perhaps  1993. 
more  than  any  other  year  in  the  annals  of  South- 
ern Nevada,  brought  Las  Vegas  and  McCarran  International 
Airport  unparalleled  change. 

During  1993,  Las  Vegas  added  to  its  reputation  as  an 
adult  playground  and  reshaped  the  scenery  to  also  appeal 
to  family  travelers.  Equating  Las  Vegas  with  "grown-up  only- 
entertainment  has  gone  the  way  of  the  famous  Dunes  mar- 
quee. Children  are  always  welcome  in  Las  Vegas —  with 
thrill  rides,  theme  parks,  and  state-of-the-art  arcades  that 
test  the  dexterity  of  even  the  most  nimble  fingers. 

On  the  commercial  fi-ont.  Las  Vegas  continues  to  rank 
as  one  of  the  nation's  most  favorable  business  clin"ates.  More 
than  43  industrial  companies  committed  to  establish  opera- 
tions in  Las  Vegas  in  1993,  further  diversifying  the  economic 
base. 

What  does  all  this  change  mean  for  the  country's  15th 
busiest  airport?  It  means  more  travelers  through  McCarran, 
more  demands  on  existing  facilities,  and  more  incentives  to 
keep  pace  with  current  and  projected  growth.  The  opening 
of  three  new  family-themed  resorts —  the  Luxor,  Treasure 
Island,  and  MGM  Grand  Hotel —  along  with  major  expan- 
sions at  other  resort  properties,  is  expected  to  increase  an- 
nual passenger  volume  an  estimated  14  percent 

For  the  first  time,  monthly  passenger  totals  broke  the  2 
million  barrier  in  August,  with  a  repeat  performance  in  Oc- 
tober. Year-end  totals  reached  an  all-time  high,  peaking  at 
22.5  million  passengers. 

This  year,  we  will  finish  the  2,700-foot  airfield  tunnel  we 
began  constructing  in  1993.  Our  redesigned  roadways  will 
follow  shortly  thereafter.  When  finished  in  December,  the 
tunnel  and  roadway  project  will  allow  travelers  and  cargo  to 
enjoy  another  Las  Vegas  first —  non-stop  access  to  McCarran 
International  Airport 

We  are  also  building  four  new  gates,  extending  our  long- 
est runway,  adding  brand  name  eateries  to  the  terminal,  and 
planning  additional  concessions.  With  the  help  of  the  Las  Ve- 
gas Rotary  Club,  we  opened  an  aviation  museum  highlighting 
Clark  County  Aviation  fi-om  1920  - 1948.  All  this  and  more  to 
please  the  nearly  80.000  people  who  traverse  Las  Vegas 
McCarran  International  Airport  each  day. 


While  always  mindful  of  our  commitment  to  provide  out- 
standing customer  service,  we  also  focused  attention  on  the 
equally  important  assets  flying  in  the  belly  of  the  plane — 
cargo.  During  1993,  the  word  aroimd  McCarran  became 
freight —  and  warehouse,  crate,  palletize,  distribution,  and 
any  other  terms  relative  to  the  shipment  of  goods  to  and  from 
Las  Vegas.  In  April,  we  opened  the  first  80-acre  phase  of  the 
new  Las  Vegas  International  Air  Cargo  Center  to  facilitate 
air  carriers'  ability  to  move  products  directly  into  our  com- 
munity while  reducing  their  operating  costs.  The  78,500 
square  foot  facility'  is  already  100  percent  occupied,  with  plans 
in  place  for  Phase  II  expansion  In  1994. 

To  some,  developing  a  local  cargo  connection  seems  con- 
tradictory to  the  advancement  of  Las  Vegas'  bread  and  but- 
ter tourism  industry.  On  the  contrary,  increasing  cargo  vol- 
ume is  vital  to  the  long-term  health  and  prosperity  of  our 
community,  and  directly  impacts  our  ability  to  attract  in- 
creased passenger  service  to  McCarran. 

For  airlines,  an  aircraft  full  of  cargo  can  supplement  criti- 
cal passenger  yields  and  often  make  the  difference  between 
a  profitable  and  unprofitable  flight.  For  Las  Vegas,  attracting 
additional  cargo  translates  into  more  business,  more  business 
travelers,  and  more  demand  for  large  capacity  aircraft  with 
more  seats  for  Las  Vegas  visitors.  And.  so  the  transportation 
cycle  will  continue,  with  Las  Vegas  McCarran  International 
Airport  at  the  center. 

Since  1920.  when  a  Curtiss  "Jenny"  first  touched  down 
in  Las  Vegas,  transportation  has  been  a  major  influence  in 
shaping  the  Las  Vegas  landscape.  From  the  DC-3's  and  247's 
of  yesteryear  to  the  747's  and  supersonic  Concorde  of  today, 
Las  Vegas  visitors  continue  to  look  to  the  skies  for  safe,  con- 
venient ti-ansportation  to  The  New  American  Gateway. 

Clark  County  remains  committed  to  providing  the  re- 
sources to  keep  Las  Vegas  McCarran  Internationa!  Airport  a 
first-class  gateway  to  America,  for  passengers  and  cargo. 
With  the  ongoing  support  of  the  Clark  County  Board  of  Com- 
missioners and  other  local  tourism  and  economic  develop- 
ment entities.  Las  Vegas  will  remain  a  national  and  worid  class 
leader  with  its  bright  lights  and  bold  progress. 


Robert  N.  Broadbent 
Director  of  Aviation 
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(front  row,  left  to  right) : 

Russell  WiUiams.  Assistant  Director,  Enginteritig  &  Transportation 

Mary  Elrod,  Real  Property  Coordinator 

Tyson  H.  Ballard.  AstsSBi/ZXrwtw:  Charter  International  Terminal/Control  Center 

Arthur  Chapman.  Jr .  Landside  Operations  Manager 

Mignon  C.  Frostick.  Construction  &  Engineering  Manager 

Robert  N.  Broadbent,  Director  of  Aviation 

Angeline  R.  Snyder,  Executive  Assistant  to  the  Director 

RandaB  H.  Walker.  Deputy  Director  of  Aviation 

Clare  O'Brien,  Marketing  &  Economic  Development  Manager 

Lawrence  E.  Larson.  Assistant  Director,  Business 

ShirJey  Caballero,  Pubiic  Information  Supervisor  i 

fOrrestVf.Wamei.  Personnel  Manager 

lacobL.  Snow,  Principal  Airport  Planner 

Margaret  Purdue.  AirportSelations Manager 
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(back  row.  left  to  right): 

P  Anthony  Bertone.  Assistant  Dirator,  Facilities,  Security,  &  Safety 

John  D  Hanks,  Assistant  Director.  Communications 

Chris  HUbus.  Special  Projects  Manager 

R  V.ois]o\\n^n.  Assistant  Director,  Finance 

George  Rakei-s.  Charter  International  Terminal  Manager 

Duane  W  Busch.  General  Aviation  Airports  Manager 

Thomas  S.  Donaldson.  Airport  Projects  Manager 

Dave  Kimball.  Property  &  Transportatwn  Manager 

Stephen  P  Ratigan.  Battalion  Chief.  Aircraft  Rescue  &  Fire  Fighting 

Rick  Bilyeu,  Lieutenant.  Las  Vegas  Metropolitan  Police  Department 


McCarran 
Airport 
Leadercship 
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lodoy,  Loi  Vegoi  Morron  Intemjluml  /urpon  fests  agoimi  a  bockdrop  of 
of  the  notfi'i  largest  hoteb. 


19.084.337 
22.492.156 


Source:  Clark  County  Department  of  Aviation 
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LqoS  Vegans  McCarran 

International  Mrport 


Today,  Las  Vegas  McCarran  International  Airport  hosts  more  than  22  million  passen- 
gers a  year,  making  it  one  of  the  busiest  airports  in  the  country.  While  it's  nearly 
impossible  to  picture  Las  Vegas  without  its  bustling  airport,  it  wasn't  always  that  way 
McCarran  grew  out  of  what  was  once  Alamo  Airport,  a  small  general  aviation  land- 
ing strip  and  maintenance  facility  founded  by  Aviation  enthusiast  George  Crockett.  In  1948,  Clark 
County  purchased  the  land  and  hangars  and  made  some  improvements,  paid  for  through  a  combi- 
nation of  bond  issue  and  Civil  Aeronautics  Administration  funds.  The  new  airport  was  dedicated 
McCarran  Field,  in  honor  of  Nevada  Senator  Pat  McCarran.  McCarran  Field  featured  two  6,500- 
foot  paved  runways,  one  gravel  landing  strip,  and  a  27,750  square  foot  terminal  that  served  four 
airlines:  Bonanza,  Western,  United,  and  TWA.  During  the  first  year  of  operation,  35,000  passen- 
gers flew  in  and  out  of  Las  Vegas  on  an  average  of  12  daily  flights. 

In  1955,  the  two  paved  runways  were  expanded  and  three  full-time  firemen  were  hired  to 
replace  the  airfield's  voluntary  fire  department 

In  1960,  a  rapidly  increasing  Las  Vegas  visitor  volume  placed  increasing  demand  on  existing 
bcilities,  prompting  Clark  County  Commissioners  to  call  for  a  special  bond  election  to  raise  $5 
million  for  construction  of  a  new  terminal  building. 

In  1963,  McCarran  Field  became  McCarran  International  Airport  and  all  aircraft  operations 
moved  from  the  Las  Vegas  Boulevard  location  to  the  new  multi-million  dollar  terminal  building 
west  of  Paradise  Valley  Road.  An  average  of  128  flights  per  day  were  recorded  during  the  first 
year  of  operation,  with  passenger  volume  growing  to  1,444,700.  Detractors  dubbed  the  new  air- 
port a  "desert  white  elephant" 

McCarran  proved  to  be  a  prudent  investment  for  the  County,  however,  and  a  key  to  the 
success  of  Las  Vegas'  growing  business  and  tourism  industry.  Since  then,  McCarran  has  been 
under  construction  more  often  than  not  to  consistently  provide  Las  Vegas  air  travelers  a  first-class 
welcome  to  the  community. 

Today,  McCarran  boasts  three  air  carrier  runways,  one  general  aviation  runway,  and  60  gates 
located  in  three  concourses  and  at  the  Charter/International  Terminal.  Phase  I  of  the  new  Las 
Vegas  International  Air  Cargo  Center  features  a  78,500  square  foot  warehouse,  200,000  square 
feet  of  ramp  area,  18  aircraft  parking  positions,  and  a  Foreign  Trade  Zone  designation.  Phase  II 
development  will  begin  in  1994. 

In  conjunction  with  construction  of  an  airport  tunnel  and  access  roadway,  plans  are  underway 
to  extend  one  of  our  runways  an  additional  1,800  feet  making  it  one  of  the  nation's  longest  civilian 
landing  strips. 

Nineteen  scheduled  airlines  were  serving  McCarran  International  Airport  at  the  end  of  1993 
offering  over  320  daily  departures  to  52  non-stop  destinations.  In  addition,  more  than  25  charter 
carriers  provided  convenient  access  to  destinations  across  the  United  States,  Mexico,  and  Canada 
throughout  the  year.  A  host  of  commuter  airlines  offered  service  to  the  Grand  Canyon.  Southern 
Utah,  and  Southern  California.  Five  all-cargo  carriers  hauled  freight  to  and  from  the  region  as 
Las  Vegas  positioned  itself  to  become  a  major  west  coast  distribution  center. 

NOTE:  To  learn  more  about  the  history  of  Southern  Nevada  aviation,  visit  the  Aviation  Mu- 
seum located  on  the  east  esplanade  at  Las  Vegas  McCarran  International  Airport. 
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Intwior  view  ot  the  new  termmal  Duildmg 
VHithwest  afdiitBCture  and  liesign. 


Hie  1 5.600  sqinm-fwUeminal  building  opened  lis  doon  fa  businea  in  Mardi  1992. 
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North  LdcS  Vegans 
Air  Terminal 


In  1941,  John  and  Florence  Murphy,  in  association  with  Bud  Barret, 
purchased  approximately  200  acres  of  land  in  North  Las  Vegas  to  develop 
a  local  aiiport  Sky  Haven  Airport  officially  opened  on  Sunday,  December  7, 
1941  with  approximately  150  aircraft  and  several  thousand  people  present 
for  the  dedication  ceremonies.  But,  word  of  the  attack  on  Pearl  Harbor  interrupted 
the  opening  day  festivities,  and  with  the  declaration  of  war,  all  civilian  aircraft  were 
grounded  for  six  months  and  all  pilots  were  fingerprinted  and  re-licensed. 

In  the  late  1950's,  under  new  ownership.  Sky  Haven  Airport  was  renamed 
Thunderbird  Field.  The  airport  featured  three  unpaved  runways  and  was  home  to 
18  based  aircraft. 

In  1960,  runway  paving  began,  along  with  construction  of  a  shade  hangar,  and 
a  combination  administration  office  and  restaurant  building. 

In  1974,  several  years  and  several  owners  later,  the  Federal  Aviadon  Adminis- 
tration classified  the  North  Las  Vegas  facility  as  an  official  reliever  airport  for  Las 
Vegas  McCarran  International  Airport 

On  October  1,  1987,  Clark  County  purchased  the  general  aviation  bcility  from 
Summa  Corporation  to  relieve  potential  congestion  at  McCarran  and  provide  South- 
em  Nevada  general  aviation  enthusiasts  a  first<lass  airport 

Under  Clark  County  ownership,  the  airfield  was  reh  bilitated,  the  runway  ex- 
tended to  5,000  feet  and  three  new  taxiways  opened.  In  March  1992,  a  new  15,600 
square-foot  southwest-style  terminal  building  opened,  featuring  a  pilot's  lounge  for 
pre-flight  planning  and  a  restaurant  with  a  balcony  view.  In  addition,  customer 
service,  line  service,  and  administrative  facilities  are  now  housed  in  one  conve- 
nient location. 

As  the  North  Las  Vegas  Air  Terminal  flourished,  so  did  its  reputation  as  a  good 
neighbor  Local  pilots  embarked  on  a  joint  venture  with  Clark  County  to  construct 
private  hangars  on  airport  property.  The  48-hangar  project  was  so  successful  plans 
are  underway  to  build  53  additional  units. 

Since  Clark  County  improved  what  was  once  a  modest  airfield,  68  aircraft  relo- 
cated to  North  Las  Vegas  Air  TerminaL  boosting  the  number  of  based  aircraft  to 
393.  Good  friends,  fun,  down-home  food,  and  barigain  hiel  prices  make  North  Las 
Vegas  Air  Terminal  the  center  of  Southern  Nevada  general  aviation  activity  and 
one  of  the  nation's  premier  general  aviation  focilities 


ttnlk^atm^mlrlHCri. 
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73.no 

86.053 


Source:  Las  V^as  Convention  &  Visitors  Authority 


Otnmtvm'i  /anxMsfrmofrfSfrHf  dm  1947. 
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Constwclm  of  the  Hoover  Dm  m  the  emfy!  930  i 


TourLsffl  & 
Area  Attraction's 


Much  has  happened  to  change  the  face  of 
Las  Vegas  since  the  days  when  Mormon 
pioneers  first  settled  the  valley.  The  San 
Pedro,  Los  Angeles,  and  Salt  Lake  railroad 
built  a  major  rail  development  through  Las  Vegas,  Hoover 
Dam  was  constructed,  and  Bugsy  Segal's  dream  of  creat- 
ing a  desert  oasis  was  realized.  But  one  thing  has  endured 
the  passage  of  time —  the  appeal  of  "The  Meadows"  to  ad- 
venturers of  both  yesterday  and  today 

Like  their  predecessors,  visitors  today  are  lured  to  Las 
Vegas  by  unmatched  entertainment  and  breathtaking  scen- 
ery of  outdoor  retreats —  Lake  Mead,  Hoover  Dam,  Mt 
Charleston,  Red  Rock  Canyon,  and  the  Valley  of  Fire. 

Of  course,  Las  Vegas  stands  alone  when  it  comes  to 
providing  manmade  recreation.  Where  else  in  the  world 
can  one  cruise  the  Nile,  witness  galleon  battles,  eavesdrop 
on  Caesar,  dine  with  the  Knights  of  the  Round  Table,  stroll 
through  the  Emerald  City,  and  bask  in  the  glow  of  Fre- 
mont Street's  technicolor  curtain? 

With  nearly  half  of  Las  Vegas  visitors  arriving  via 
McCarran  International  Airport,  there  is  a  direct  correla- 
tion between  room  inventory  and  passenger  growth.  The 
openmg  of  a  trio  of  megaresorts  at  year's  end  added  10,000 
rooms  to  I^s  Vegas'  existing  inventory.  At  McCarran,  pas- 
senger volume  peaked  at  over  2  million  a  month  in  August 
and  October,  and  closed  out  the  year  at  22.5  million  pas- 
sengers. 

Such  inviting,  exciting  attractions  will  continue  to  draw 
record  volumes  of  visitors,  including  families,  to  Las  Ve- 
gas. And,  as  in  years  past,  McCarran  International  Air- 
port will  provide  both  passengers  and  cargo  with  safe,  effi- 
cient, and  convenient  transport  to  and  from  Las  Vegas  while 
providing  exceptional  customer  service. 


Las  Ve^Bs  Visitor  Vo/utne 


Source:  Las  Vegas  Convention  &  Visitors  Authority 
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RuosinceSoS 
(^  Inducstry 


Las  Vegas  has  witnessed  steady  growtli  since  the  days  when  early 
settlers  discovered  the  vast  agricultural  and  mining  potential  of 
the  region.  Initially  advanced  by  consU-uction  of  the  mighty 
Hoover  Dam  in  the  1930's,  economic  development  has  more  re- 
cently surged  as  a  growing  number  of  new  business  and  industry  move  to 
Nevada. 

With  a  population  nearing  900,000  and  a  reputation  as  one  of  the  fastest 
growing  cities  in  the  nation,  Las  Vegas  has  long  since  expanded  its  image  as 
simply  the  entertainment  capital  of  the  world.  Over  half  of  Nevada's  popula- 
tion resides  in  the  Las  Vegas  area.  Furthermore,  l.as  Vegas'  location  in  the 
heart  of  the  West,  close  proximity  to  the  Pacific  Coast,  and  convenient  access 
to  major  consumer  markets,  give  businesses  strong  incentives  to  relocate  to 
the  community. 

For  more  than  fifty  years.  Southern  Nevada  has  enjoyed  strong  economic 
growth  due  in  large  part  to  the  successful  gaming  and  tourism  industry  Al- 
though Las  Vegas  will  always  remain  a  major  United  States  travel  mecca,  the 
community  has  embraced  growth  and  created  a  superb  business  environ- 
ment. We  are  now  home  to  a  variety  of  non-entertainment  based  enterprises. 
Some  of  America's  major  corporations,  including  Ford  Aerospace, 
McDonnell  Douglas,  Levi  Strauss,  Citibank,  Ocean  Spray,  International  Gam- 
ing Technology,  and  Household  Credit  Services  established  operations  in 
Las  Vegas  and  are  making  valuable  financial  and  economic  contributions  to 
the  community.  Other  long-time  enterprises  continue  to  diversify  the  economy 
Chocolates,  ice  cream,  and  marshmallows  are  manufactured  in  and  distrib- 
uted from  Southern  Nevada  along  with  a  variety  of  paper  and  sheet  metal 
products,  plastics,  apparel,  and  medical  devices.  Las  Vegas  McCarran  Inter- 
national Airport  alone  pumps  more  than  $17  billion  into  the  local  economy 
each  year  through  combined  direct,  and  indirect  economic  benefits. 

Nevada's  recreational  wonderiand  entices  a  slice  of  Hollywood  to  Las 
Vegas.  During  recent  years,  moviemakers  capitalized  on  the  area's  spec- 
tacular natural  beauty  and  unique  atmosphere  to  film  such  hits  as  "Honey- 
moon in  Las  Vegas",  "Indecent  Proposal",  and  "Honey,  I  Blew  up  the  Baby". 
More  than  $70  million  in  revenue  was  generated  during  1993  alone. 


Clarlc  Couoty-  Population 


1950  ^48.289 
1960  m^  127.016 
1970  ^HliBB  273288 


■  919.388  (as  of  July  31.  1993) 


Source.-  Clark  County  Department  o/Comprchei 


Aenal  me*  ot  the  ongmol  ten  Vegai 


Source:  Las  Vegas  Convention  &  Visitors  Authority 
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LaeS  VegQeS  Convention 
&  VicsitofoS  Center 


In  1957,  sparked  by  the  opening  of  the  new  $6  million 
dollar  convention  center,  Las  Vegas  entered  into  a  new 
phase  of  development  and  was  fast  on  its  way  to  be- 
coming America's  convention  destination  of  choice. 
The  original  convention  center  featured  90,000  square  feet 
of  indoor  exhibit  space,  17  meeting  rooms,  a  ballroom,  catering 
kitchen,  lounge  facilities,  office  space,  and  a  9,500-seat  domed 
auditorium. 

During  its  first  year  of  operation,  the  facility  catered  to  more 
than  347  conventions  and  sales  meetings,  attracting  more  than 
66,000  visitors  to  Las  Vegas. 

In  the  late  60's  and  early  70's,  the  convention  center  added 
nearly  230,000  square  feet  of  space  with  completion  of  the  South 
and  East  exhibit  halls.  In  1974,  a  meeting  room  complex  was 
built  and  the  kitchen  facilities  were  expanded. 

Since  then,  the  center  has  experienced  nearly  constantgrowth 
to  accommodate  the  increasing  demand  for  Las  Vegas  conven- 
tions. In  1991,  the  most  recent  expansion  project  was  completed 
adding  485,000  square  feet  and  increasing  total  available  exhibii 
space  at  the  Center  to  881,524  square  feet 

Today,  outstanding  accommodations  at  the  Convention  Cen 
ter  and  major  resort  properties  draw  more  than  2,300  conven 
tions  a  year  and  approximately  2,500,000  delegates  to  Las  Ve- 
gas— 75  percent  of  whom  arrive  via  McCarran  hiternational  Air 
port  In  addition  to  the  associated  increases  in  passenger  vol 
ume,  each  major  convention  boosts  cargo  activity  at  McCarran 
as  collateral  exhibit  materials  move  through  Las  Vegas. 

With  that  same  pioneer  vigor  that  tamed  the  valley's  wilder- 
ness, today's  leaders  will  continue  to  search  for  new  ways  to  keep 
Las  Vegas  at  the  forefront  of  the  industry  By  maintaining  first- 
rate  convention  facilities  and  convenient  transportation  access, 
even  more  convention  delegates  and  their  families  will  voyage 
through  McCarran  International  Airport  to  explore  Las  Vegas' 
newest  adventures. 
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Department  of  Aviation 
Las  Vegas  McCarran  International  Airport 

Clark  County  Board  of  Commissioners 

Jay  Bingham  -  Chairman 

Don  Schlesinger  -  Vice  Chairman 

Paul  J.  Christensen 

Thalia  M.  Dondero 

Yvonne  Atkinson  Gates 

Karen  Hayes 
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Robert  N.  Broadbent,  Director  of  Aviation 

Randall  H.  Walker,  Assistant  Director  of  Aviation 

John  D.  Hanks,  Assistant  Director,  Communications 

Clare  O'Brien,  Marketing/Economic  Development  Manager 

Linda  Marchant,  Editor 

The  Clark  County  Airport  System  includes  McCarran  International  Airport  North  Las  Vegas  Air 
Terminal,  and  general  aviation  facilities  located  in  Jean,  Overton,  and  Searchlight,  Nevada.  The 
Clark  County  Airport  System  is  owned  by  Clark  County,  Nevada  and  operated  under  the  policy 
direction  of  Donald  L.  "Pat"  Shalmy,  County  Manager,  and  the  management  of  Robert  N.  Broadbent 
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INDEPENDENT  AUDITORS'  REPORT 


The  Honorable  Members  of  the  County  Commission 
County  Manager  and  Director  of  Aviation 
Clark  County.  Nevada 


We  have  audited  the  accompanying  financial  statements  of  the  Clark  County  Department  of  Aviation  - 
Clark  County.  Nevada  (the  Department)  as  of  and  for  the  years  ended  June  30,  1993  and  1992,  as  listed 
in  the  accompanying  table  of  contents.  These  financial  statements  are  the  responsibility  of  the 
management  of  the  Department.  Our  responsibility  is  to  express  an  opinion  on  these  financial 
statements  based  on  our  audits. 

We  conducted  our  audits  in  accordance  with  generally  accepted  auditing  standards.  Those  standards 
require  that  we  plan  and  perform  the  audit  to  obtain  reasonable  assurance  about  whether  the 
financial  statements  are  free  of  material  misstatement.  An  audit  includes  examining,  on  a  test  basis, 
evidence  supporting  the  amounts  and  disclosures  in  the  financial  statements.  An  audit  also  includes 
assessing  the  accounting  principles  used  and  significant  estimates  made  by  management,  as  well  as 
evaluating  the  overall  financial  statement  presentation.  We  believe  that  our  audits  provide  a 
reasonable  basis  for  our  opinion. 

In  our  opinion,  the  financial  statements  referred  to  above  present  fairly,  in  all  material  respects,  the 
financial  position  of  the  Clark  County  Department  of  Aviation  -  Clark  County,  Nevada  as  of  June  30, 
1993  and  1992  and  the  results  of  its  operations  and  its  cash  flows  for  the  years  then  ended,  in 
conformity  with  generally  accepted  accounting  principles. 

Our  audits  were  made  for  the  purpose  of  forming  an  opinion  on  the  basic  financial  statements  taken 
as  a  whole.  The  accompanying  information  on  pages  18  to  19  is  presented  for  purposes  of  additional 
analysis  and  is  not  a  required  part  of  the  basic  financial  statements.  Such  information  has  been 
subjected  to  the  auditing  procedures  applied  in  the  audits  of  the  basic  financial  statements  and,  in 
our  opinion,  is  fairly  presented  in  all  material  respects  in  relation  to  the  basic  financial  statements 
tciken  as  a  whole. 


K?/fl6-  ^^<h  Ma/ua^^ 


Novembers,  1993 


Pasfi 
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CLARK  COUNTY  DEPARTMENT  OF  AVIATION 
CLARK  COUNTY.  NEVADA 

BALANCE  SHEETS 


ASSETS 


Current  Assets: 

Cash  and  investments  (note  10) 

Accounts  receivable  net  of  allowance  for 
doubtful  accounts  of  $218,164  in  1993 
and  $229,605  in  1992  (note  2) 

Inventories 

Prepaid  expenses 


$  53,937,556 


7,186,275 
680,228 
330,308 


$  29,603,279 


5.495,774 
390,772 
351,224 


Total  current  assets 


62,134,367 


35,«4 1,049 


Restricted  Assets:  (notes  3  and  5) 
Cash  and  investments 
Accrued  Receivables 


366,888,675 
1,188,594 


149,336.486 
1,661,960 


Total  restricted  assets 


368.077.269 


150.998.446 


Property  and  Equipment: 

Land  and  improvements 

Buildings 

Furniture  and  fixtures 

Machinery  and  equipment 

Construction  in  progress 


427.647.318 

337,341,587 

3,181,184 

19,024,364 

214,335,429 


389,996,660 

322,296,980 

2,923,899 

15,939,521 

186,301,222 


Less  accumulated  depreciation 

1,001,529,882 
188,393,045 

917,458,282 
164.993,386 

813,136,837 

752,464,896 

Deferred  charges,  net  (note  4) 

13.370.548 

10.273.455 

Total  Assets 

$1,256,719,021 

$949,577,846 

See  accompanying  notes  to  financial  statements. 
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LIABILITIES  AND  FUND  EQUITY 1993 1992^ 

Current  liabilities  (payable  from  current  assets): 

Accounts  payable                                                                               $1,917,800                  $1,137,449 
Accrued  payroll 3.704,352 3,121.387 

Total  current  liabilities  (payable  from 

current  assets)  5,622,152 4.258,836 


Current  liabilities  (payable  from  assets 
restricted  for  current  debt  service); 

Current  portion  of  long-term  debt  (notes  3  and  5)                          7,685,000  5,700,000 

Accrued  interest  (notes  3  and  5)     19.752.392 27,954.037 

Total  current  liabilities  (payable  from 

assets  restricted  for  current  debt  service)    27.437.392 33.654.037 


Contracts  payable  from  assets  restricted  for 

airport  construction  8.044.626  7.392.668 

Long-term  debt,  net  of  current  portion  (note  5)  940.713,789  634,369,808 

Deferred  income  1.772.422  2,200.882 

Commitments  and  contingencies  (notes  8  and  12) 

Total  liabilities  983,590,381  681,876.231 


Fund  equity: 

Contributed  capital.  Federal  Aviation  Administration 155.622.384 144.871,643 

Retained  earnings: 

Reserved  per  revenue  bond  ordinances  (note  3)  85.576.714  73.773,928 

Unreserved  31.929,542 49.056,044 


117,506,256  122,829,972 


Total  fund  equity  273.128,640  267.701.615 


Total  liabilities  and  fund  equity  $1.256.719.021  $949.577.846 


Page  3 
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CLARK  COUNTY  DEPARTMENT  OF  AVIATION 
CLARK  COUNTY.  NEVADA 


STATEMENTS  OF  REVENUES  AND  EXPENSES 
AND  CHANGES  IN  FUND  EQUITY 


Years  ended  June  30.  1993  and  1992 


1992 


Revenues: 

Landing  and  other  aircraft  fees 
Building  and  land  rental 
Concession  income 
Other 


$  19.006.700 

51,935,894 

40,990,094 

6,002,476 


$  17,939,332 

54,358,468 

33,656,682 

6,214,872 


117.935,164 


112.169,354 


Expenses: 

Salaries  and  related  expenses 
Operating  and  maintenance  expenses 
Administrative  expenses 
Provision  for  doubtful  accounts 


21.534,932 

22.839,469 

1,231,400 


20,452,345 

20,958,950 

1,375,382 

151,583 


45,605,801 


42,938,260 


Operating  income  before  depreciation 


72,329,363 


69,231,094 


Depreciation: 

Clark  County  capital  outlay 

Federal  Aviation  Administration  grants 


22,767,399 
632,260 


22.421,572 
673,792 


23.399,659 


23.095,364 


Operating  income 


48,929,704 


46,135,730 


Non-operating  income  (expense): 

Restricted  operating  revenue  (note  3) 
Interest  income 
Interest  expense  <^note  5) 
Less  capitalized  interest 


28,901,348 

15.692,423 

(74,348,366) 

349,077 


6.902,576 

9,511,693 

(60.593,934) 

2,019,960 


Net  income  before  extraordinary  item 
Extraordinary  loss  on  advance  refunding  of  debt 


19,524,186 
25.480,162 


3,976.025 


Net  income  (loss) 


(5.955.976) 


3.976,025 


Amortization  of  contributions  received  from  the 
Federal  Aviation  Administration  that  are 
externally  restricted  for  capital  acquisition 
and  construction 

Retained  earnings,  beginning  of  year 


632,260 
122,829,972 


673,792 
118,180.155 


Retained  earnings,  end  of  year 


117,506,256 


122,829,972 


Contributed  capital.  Federal  Aviation  Administration: 
Balance,  beginning  of  year 
Federal  Aviation  Administration  contributions 
Amortization  of  contributions  received  from 
the  Federal  Aviation  Administration  that  are 
externally  restricted  for  capital  acquisition 


See  accompanying  notes  to  financial  statements 


144.871,643 
11.383,001 


115,600,203 
29.945,232 


and  construction 

(632,260) 

(673.792) 

Balance,  end  of  year 

155.622,384 

144.871.643 

Total  fund  equity 

$273,128,640 

$267,701,615 
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CLARK  COUNTY  DEPARTMENT  OF  AVIATION 
CLARK  COUNTY.  NEVADA 

STATEMENTS  OF  UNRESTRICTED  AND  RESTRICTED  CASH  FLOWS 

Years  ended  June  30.  1993  and  1992 


Unrestricted      Restricted  Unrestricted      Restricted 

Cash  flows  from  operating  activities: 

Cash  received  from  customers  $  116,373,763  $  111,281,702 
Cash  paid  to  employees  and  benefits  (20,951,967)  (19,606,603) 
Cash  paid  for  services  and  supplies (24,309.720) (22,932,115) 

Net  cash  provided  by  operating  activities  71,112,076  68,742,984 

Cash  flows  from  capital  and  related  finemcing  activities: 

Passenger  Facility  Charges  received  $  23,923,044 

Jet  A  Fuel  Taxes  received                                                            6,036,169  $     5,305.756 

Acquisition  of  capital  assets                              (12,849,037)  (69,489,650)  (1,560,830)  (86,203.934) 
Federal  Aviation  Administration 

grants  received                                                     200,472      11,182,529  29,945,232 
Transfers  to  restricted  cash  for  debt  service: 

Principal                                                           (4,535,000)      4,535,000  (4,065,000)      4,065,000 

Interest                                                            (70,434,190)    70,434,190  (55,410,273)    55,410,273 

Other  transfers  (to)  from  restricted  cash           37,120,237    (37,120,237)  (18,405,702)     18,405,702 

Bond  proceeds                                                                         700,000,000  62,000,000 

Bond  issuance  cost                                                                  (21,450,721)  (1,538,499) 
Transfer  to  trustee  for  refunding  of  bonds                            (394,909,377) 
Debt  service  payments; 

Principal                                                                                 (5,700,000)  (4,710,000) 

Interest (80,738,186) (59,271.511) 

Net  cash  provided  (used)  by  capital  and  related 

financing  activites (50,497,518)  206.702,761  (79,441.805)    23,408,019 

Cash  flows  from  investing  activities 3,719,719      10,849,428  6,745,013       5,987,213 

Increase  (decrease)  in  unrestricted  cash                    24,334,277    217,552,189  (3,953,808)    29,395,232 

Cash  and  investments  balance— beginning  of  year     29.603,279    149,336,486  33,557,087    119,941,254 

Cash  and  investments  balance— end  of  year            $  53,937,556  $  366,888,675  $  29,603,279  $149,336,486 

Reconciliation  of  operating  income  before  depreciation 
to  net  cash  provided  by  operating  activities: 

Operating  income  before  depreciation 
Provision  for  doubtful  accounts 
(Increase)  decrease  in  accounts  receivable 

customers 
(Increase)  decrease  in  inventories 
(Increase)  decrease  in  prepaid  expenses 
Increase  (decrease)  in  accounts  payable — 

operations  expenses 
Increase  (decrease)  in  accrued  payroll 
Increase  (decrease)  in  deferred  income 


Net  cash  provided  by  operating  activities 


$  72329,363 

$  69.231.094 
151.583 

(1.132,941) 

(289.456) 

20,916 

(1,520,472) 

(55,936) 

(119.054) 

29,689 
582,965 
(428,460) 

(422,793) 
845,742 
632,820 

$71,112,076 

$  68,742,984 

See  accompanying  notes  to  financial  statements 
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NOTES  TO  HNANCIAL  STATEMENTS 

June  30,  1993  and  1992 


(1)  Organization  and  Summary  of  Significant  Accounting  Policies 

Nature  of  Operations  and  Basis  of  Accounting 

Clark  County  Department  of  Aviation  (Department)  comprises  a  single  enterprise  fund  of  Clark 
County,  Nevada  (County)  and  operates  as  a  separate  department  of  tfie  County.  Tfie  Board  of 
Commissioners  of  Clark  County  are  responsible  for  governing  ttie  affairs  of  the  Department.  As  sucli, 
tfie  Department  reports  as  a  component  unit  of  the  County.  The  accounting  principles  used  are  those 
applicable  to  a  similar  private  business  enterprise  (accrual  basis  of  accounting),  where  the  costs  of 
providing  services  to  the  public  on  a  continuing  basis  are  recovered  primarily  through  user  charges 
based  on  the  flow  of  economic  resources.  The  Department  is  not  subsidized  by  tax  revenues  of  the 
County. 

Rates  charged  the  airline  users  are  established  periodically  by  County  Ordinance  and  are  intended  to 
recover  the  actual  costs  (including  maintenance,  operating  and  administrative  expenses)  of  operating 
the  related  airfield  or  terminal  facilities  plus  annual  debt  service.  The  rates  are  based  on  estimates  of 
future  operating  costs  and  of  use  or  occupancy. 

Investments 

Investments,  which  consist  of  governmental  obligations  £md  repurchase  agreements,  are  stated  at 
amortized  cost  which  approximates  market  value  (Note  10). 

Property  and  Equipment 

Property  and  equipment  are  carried  at  cost  except  for  assets  which  were  contributed  to  the 
Department  which  are  stated  at  their  fair  value  at  the  time  of  acquisition.  When  assets  are  retired  or 
otherwise  disposed  of,  the  cost  and  related  accumulated  depreciation  are  removed  from  the  accounts 
and  any  resulting  gain  or  loss  is  reflected  in  income  for  the  period.  The  cost  of  maintenance  and 
repairs  is  charged  to  expense  as  incurred;  significant  renewals  and  betterments  are  capitalized. 
Deduction  is  made  for  retirements  resulting  from  renewals  or  betterments.  Depreciation  is  computed 
using  the  straight-line  method  based  on  the  following  estimated  useful  lives: 

Estimated 
useful  life 

Land  improvements  20-25  years 

Buildings  20-30  years 

Furniture  and  fixtures  5  years 

Machinery  and  equipment  5  years 

Costs  related  to  the  alteration  or  destruction  of  existing  facilities  during  major  expansion  programs 
are  capitalized  as  additional  costs  of  the  program.  These  costs  include  the  cost  of  the  facilities 
altered  or  destroyed. 


100 


CLARK  COUNTY  DEPARTMENT  OF  AVWTION 
CLARK  COUNTY,  NEVADA 

NOTES  TO  HNANCIAL  STATEMENTS  (Continued) 


Deferred  Charges 

Deferred  charges,  which  consist  primarily  of  underwriters'  fees  and  other  costs  incurred  with  the 
issuance  of  the  Airport  Improvement  and  Refunding  Revenue  Bonds,  are  being  amortized  over  the  life 
of  the  related  bonds  using  the  interest  method. 

Deferred  Income 

Building  and  terminal  rentals  are  billed  one  month  in  advance.  Deferred  income  represents  July 
payments  received  prior  to  June  30. 

Contributed  Capital,  Federal  Aviation  Administration 

Federal  Aviation  Administration  grants,  which  are  restricted  for  capital  acquisition,  aie  reported  as 
contributed  capital.  Depreciation  on  these  assets,  using  the  straight-line  method  over  the  estimated 
useful  lives  of  the  assets,  is  charged  to  the  contributed  capital  account. 

Vacation  and  Sick  Leave 

Vacation  and  sick  leave  are  accrued  as  they  are  earned  by  employees. 

Passenger  Facility  Charge 

The  Federal  Aviation  Administration  (FAA)  authorized  the  County  to  impose  a  Passenger  Facility 
Charge  (PFC)  of  $3.00  per  qualifying  enplaned  passenger  commencing  June  1,  1992.  The  net  receipts 
from  PFC's  are  restricted  to  be  used  on  FAA  approved  PFC  projects  which  include  debt  service. 
Accordingly,  PFC  revenue  is  restricted  revenue.  The  County  has  been  authorized  to  collect  PFC's  in 
the  aggregate  amount  of  $944,028,500  or  for  30  years  whichever  occurs  first.  PFC's  are  accounted  for 
on  the  cash  basis  of  accounting.  Aggregate  collected  through  June  30,  1993  is  $23,923,009. 

Budgetary  Controls 

As  an  enterprise  fund  of  the  County,  the  Department  is  subject  to  the  budgetary  requirements  of  the 
State  of  Nevada  including  budget  hearings  and  public  meeting  requirements  of  the  County's  budget 
process.  Accordingly,  the  Board  of  County  Commissioners  approves  the  Department's  annual  budget 
and  subsequent  changes,  if  any.  The  Department's  budget  is  prepared  on  the  basis  of  full  accrual 
accounting  and  cannot  exceed  the  total  budgeted  operating  expenses  without  action  pursuant  to  the 
State  of  Nevada  budgetary  requirements.  Appropriations  for  operating  expenses  lapse  at  the  end  of 
each  fiscal  year. 

(^  Accounts  Receivable 

Accounts  receivable  include  Federal  Aviation  Administration  grants  receivable  of  $1,126,753  and 
$1,108,148  at  June  30,  1993  and  1992,  respectively.  Final  approval  of  the  grants  is  subject  to 
compliance  audits  of  the  expenditures  for  designated  purposes. 
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ClARK  COUNTY  DEPARTMENT  OF  AVIATION 
CLARK  COUNTY.  NEVADA 

NOTES  TO  HNANCIAL  STATEMENTS  (Continued) 


(3)  Restricted  Assets 


Certain  amounts  of  cash  and  investments  cire  restricted  by  revenue  bond  ordinances  (Note  5).  A 
summary  of  these  restricted  assets  is  as  follows: 

June  30 


1993 

1992 

CURRENT  DEBT  SERVICE: 
Cash  and  investments 
Accrued  interest  receivable 

$60,475,191 
873,097 

$  36,785,071 
13,140 

61,348,288 

36,798,211 

AIRPORT  CONSTRUCTION: 

Cash  and  investments  -  construction 
Passenger  facility  charges 

197,132,812 
20,393,406 

41,973,661 
1,596,820 

217,526,218 

43,570,481 

OTHER  RESTRICTED  ASSETS: 
Debt  service  reserve: 

Cash  and  investments  -  Passenger 
Facility  Charge  bonds 
Cash  and  investments  -  other  bonds 
Accrued  interest  receivable 


22.912,206 

52,875,060 

315,497 


-0- 

58,300,000 

52.000 


76,102,763 


58,352,000 


Working  capital  jmd  contingency 

cash  cmd  investments 
Capital  improvement  and  replacement 

cash  and  investments 


8,100,000 
5,000,000 


89,202,763 


$368,077,269 


7,277,754 
5,000,000 
70,629,754 


$150,998,446 
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CLARK  COUNTY  DEPARTMENT  OF  AVIATION 
CLARK  COUNTY,  NEVADA 

NOTES  TO  RNANCIAL  STATEMENTS  (Continued) 


(4)  Deferred  Charges 

DEFERRED  CHARGES  CONSIST  OF  THE  FOLLOWING: 


1993 


1982  Series  Airport  Improvement  and 
Refunding  Revenue  Bond  issucmce 
expense,  less  accumulated 
amortization  of  $905,664 

and  $828,132 

1983  Series  Airport  Improvement  and 
Refunding  Revenue  Bond  issuance 
expense,  less  accumulated 
amortization  of  $3,942,651  and 
$3,578,151 

1988      Series  Airport  System  Improvement 
Revenue  Bond  issuance  expense, 
less  accumulated  amortization  of 
$582,963  and  $438,217 

1990  General  Obligation  (Limited  Tax) 
Airport  Bond  issuance  expense, 
less  accumulated  amortization 
of  $96,129  and  $75,427 

1991  General  Obligation  (Limited  Tax) 
Airport  Bond  issuance  expense, 
less  accumulated  amortization 
of  $22,007  and  $10,369 

1992  Passenger  Facility  Charge  Bonds  issuance 
expense,  less  cunortization  of  $133,867 

1993  Airport  System  Refunding  Revenue 
Bonds  -  Swap  agreement  issuance  expense, 
less  accumulated  amortization  of  $23,566 

1993A    General  Obligation  (Limited  Tax) 
Refunding  Bond  issuance  expense, 
less  amortization  of  $6,551 


$    481,316 


$    558,848 

-0-  5,789,866 

2,622,063  2,766,809 

-0-  103,551 

122.935  134,573 

3.1%,155  -0- 

5,712,187  919,808 

1,235,892  -0- 


$13,370,548       $10,273,455 


(5)  Long-Term  Debt 

In  1982,  the  County  issued  $315,000,000  of  Airport  Improvement  and  Refunding  Revenue  Bonds,  at 
interest  rates  varying  from  8%  to  13.375%  with  interest  payable  semi-annually  on  January  1  and  July  1. 
Principal  is  due  annually  on  July  1  with  the  final  installment  due  July  1,  2012.  $268,990,000  of  these 
bonds  have  been  defeeised. 
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CLARK  COUNTY  DEPARTMENT  OF  AVIATION 
CLARK  COUNTY,  NEVADA 

NOTES  TO  HNANCIAL  STATEMENTS  (Continued) 


In  March  1988,  the  County  issued  $172,400,000  of  Airport  System  Improvement  Revenue  Bonds  sold 
at  a  discount  of  $2,551,525  with  interest  at  6.5%  to  8.25%  payable  semi-annually  on  January  1  and  July 
1.  Principal  is  due  annually  beginning  July  1,  1993  with  the  final  installment  due  July  1,2018. 

In  July  1991,  the  County  issued  $62,000,000  of  General  Obligation  (Limited  Tax)  (additionally  secured 
with  pledged  revenues)  Airport  Bonds  sold  at  a  discount  of  $460,834  with  interest  at  6.1%  to  10.1% 
(average  overall  interest  cost  is  6.8%)  payable  on  June  1  and  December  1.  Principal  is  due  annually 
June  1,  with  the  final  installment  due  June  201 1.  Annual  debt  service  payments  of  principal  and 
interest  will  be  approximately  $6,000,000  for  twenty  years. 

The  1991  bonds  represent  a  first  lien  on  revenues  to  be  derived  from  a  3  cent  tax  on  jet  aviation  fuel 
sold  at  any  of  the  airports  in  the  Clark  County  Department  of  Aviation  Airport  System.  This  tax 
became  effective  July  1,  1991.  Proceeds  from  the  tax  have  been  in  excess  of  debt  service  which  is 
approximately  $6,000,000  per  year. 

In  September  1992,  the  County  issued  $296,000,000  of  airport  Passenger  Facility  Charge  (PFC)  Revenue 
Bonds  at  a  discount  of  $9,726,1 19  with  interest  at  4  95%  to  6.5%  payable  semi-annually  on  January  1 
and  July  1 .  Principal  is  due  annually  beginning  July  1997  with  the  final  installment  due  July  1 ,  2022. 
Annual  debt  service  of  principal  and  interest  will  be  approximately  $22,910,000  and  is  expected  to  be 
funded  by  a  $3.00  passenger  facility  charge  imposed  June  1,  1992.  PFC's  received  for  the  past  twelve 
months  were  $23,923,000. 

In  September  1991,  the  County  entered  into  a  Swap  financing  agreement.  Under  the  terms  of  this 
agreement,  in  May  of  1993,  the  County  issued  $339,000,000  of  variable  interest  rate  twenty  year 
Airport  Revenue  Bonds.  Upon  issuance  of  these  bonds,  $318,170,000  of  1983  airport  revenue  bonds 
were  refunded  or  defeased.  Further,  the  County  "swapped"  or  exchanged  with  the  Swap  counterparty 
its  variable  rate  debt  service  obligation  for  a  fixed  rate  debt  service  payment  based  on  a  6.69% 
interest  rate.  Interest  is  due  January  1  and  July  1,  and  principal  is  due  annually  on  July  1.  Annual  debt 
service  payments,  including  ancillary  costs!  range  from  $25,500,000  to  $37,200,000  over  twenty  years. 

Future  cash  flow  savings  from  this  refinancing  are  $1 10,000,000  having  a  present  value  of  over 
$65,000,000.  In  connection  with  this  refinancing,  current  accounting  theory  required  the  recognition 
of  an  extraordinary  loss  on  refinancing  of  $24,730,216.  This  represents  the  amount  of  funds  required 
for  the  retirement  of  the  1983  bonds  less  the  face  value  of  the  bonds  retired  adjusted  for  amortized 
costs  and  accrued  interest. 

In  May  1993,  the  County  issued  $65,000,000  of  General  Obligation  (Limited  Tax)  Airport  Bonds  at  a 
discount  of  $32,022  with  interest  at  5.3%  to  7.5%  payable  on  May  1  and  July  1.  Principal  is  due 
annually  beginning  July  1,  1994  with  the  final  installment  due  July  1,  2013.  Annual  debt  service 
payments  of  principal  and  interest  will  be  approximately  $5,490,000  for  twenty  years.  The  proceeds  of 
this  bond  issue  were  used  principally  to  refund  the  1990  General  Obligation  (Limited  Tax)  Airport 
Bonds. 
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Future  present  value  savings  from  this  refinancing  are  $2,418,000.  In  connection  with  this  refinancing, 
current  accounting  theory  required  an  extraordinary  loss  of  $749,946.  This  represents  the  amount  of 
funds  required  for  the  retirement  of  the  1990  bonds  less  the  face  value  of  the  bonds  retired  adjusted 
for  unamortized  costs  and  accrued  interest. 

The  unrefunded  1982,  the  1983  and  1988  Airport  System  Improvement  and  Refunding  Revenue  Bonds 
are  payable  from  net  revenues  of  the  Department.  The  1992  Passenger  Facility  Charge  (PFC)  Revenue 
Bonds  are  payable  from  revenues  received  from  PFC's  and  net  revenues  of  the  Department.  Clark 
County  is  not  obligated  to  pledge  its  taxing  power  for  the  payment  of  these  bonds.  The  ordinances 
authorizing  the  issuance  of  the  1982,  1988,  and  1992  Airport  System  Improvement,  Refunding  Revenue 
Bonds  and  PFC  Bonds  establish  certain  annual  gross  revenue  requirements  and  provide  that  various 
accounts  be  created  and  maintained  at  designated  levels.  The  minimum  gross  revenue  requirements 
have  been  met  and  the  various  accounts  have  been  maintained  at  required  levels  as  of  June  30,  1993 
and  1992. 

LONG-TERM  DEBT  CONSISTS  OF  THE  FOLLOWING: 


1982  Airport  Improvement  and  Refunding  Revenue  Bonds 

1983  Airport  Improvement  and  Refunding  Revenue  Bonds 
1988  Airport  Improvement  Revenue  Bonds 

1990  General  Obligation  (Limited  Tax)  Airport  Bonds 

1991  General  Obligation  (Limited  Tax)  Airport  Bonds 

1992  Passenger  Facility  Charge  Revenue  Bonds 

1993  Refunding  Revenue  Bonds 

1993A  General  Obligation  (Limited  Tax)  Airport  Bonds 


$  30,240,000 

$  33,525,000 

-0- 

320,795,000 

172,400.000 

172,400,000 

-0- 

60,000,000 

60,190,000 

61,355,000 

296,000,000 

-0- 

339,000,000 

-0- 

65,000,000 

-0- 

962,830,000 

648,075,000 

7,685,000 

5,700,0Q0 

-0- 

4,426,724 

2,463,862 

2,608,528 

-0- 

546,294 

378,617 

423,646 

11,556,891 

-0- 

31,841 

-0- 

Total  Principal  Outstanding 

Less:  Current  maturities 

1983  Unamortized  discount 

1988  Unamortized  discount 

1990  Unamortized  discount 

1991  Unamortized  discount 

1992  Unamortized  discount 
1993A  Unamortized  discount 


Long  term  debt  net  of  current  portion  cind 
unamortized  discount 


$940,713,789 


$634,369,808 
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The  approximate  maturities  of  long-term  debt  are  as  follows: 

DueFYE 

June  30  Principal Interest Total 

1994  $7,685,000  $55,338,000  $63,023,000 

1995  11.990.000  66.076.000  78.066.000 

1996  12.930.000  64.905.000  77.835.000 

1997  14.650.000  63.636.000  78.286.000 

1998  21.140.000  62,243.000  83,383,000 
Later  years  894.435.000  731.628.000  1,626.063.000 

Principal  and  interest  on  bonds  payable  from  Airport  revenues  range  from  $22,905,000  to  $86,968,000 
from  1994  through  2023. 

As  described  above,  certain  revenue  bond  obligations  have  been  in  substance  defeased  by  placement 
in  an  irrevocable  trust.  Their  outstanding  principal  balances  are  as  follows: 


1993 

1970  Series  B  Revenue  Bonds 
1976  Series  Revenue  Bonds 

1982  Series  Revenue  Bonds 

1983  Series  Airport  Revenue  Bonds 
1990  Series  General  Obligation  (Limited  Tax)  Bonds 

' $421.305.000 $277.610.000 

(6)  Payments  to  Clark  County 

The  Department  reimburses  Clark  County  for  the  cost  of  providing  the  Airport  System  with  fire, 
security,  engineering,  administrative  and  certain  maintenance  services.  The  combined  cost  of  these 
services  was  $9,173,000  and  $8,500,000  for  the  years  ended  June  30,  1993  and  1992.  respectively. 

(7)  Retirement  Plan 

All  full-time  employees  of  the  Department  who  meet  eligibility  requirements  participate  in  the  Nevada 
Public  Employees'  Retirement  Plan  (Plan)  which  is  governed  by  the  Public  Employees'  Retirement 
Board.  The  Plan  is  a  cost-sharing  multiple-employer,  defined-benefit  public  employees'  retirement 
system. 


$  1.870.000 

$  3.030,000 

4.615.000 

5,590.000 

36.650.000 

268.990.000 

318,170.000 

-0- 

60,000.000 

-0- 
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The  Department's  payroll  covered  by  the  system  and  contributions  to  the  Plan  are  summarized  as 
follows: 

Fiscal                                                 Covered                     Total  Percent  of 

Year  Payroll Payroll  Contribution covered  payroll 

1993  $15,229,000  $16,287,000  $2,813,000  18.5% 

1992  $14,043,000  $14,847,000  $2,585,000  18.4% 

The  Department  does  not  exercise  any  control  over  the  Plan.  Nevada  Revised  Statute  (NRS)  286.1 10 
states  that,  "Respective  participating  public  employers  are  not  liable  for  any  obligation  of  the  System." 

Benefits,  as  required  by  statute,  are  determined  by  the  number  of  years  of  credited  service  at  the  time 
of  retirement  and  the  member's  highest  average  compensation  in  any  36  consecutive  months.  Benefit 
payments  to  which  participants  may  be  entitled  under  the  Plan  include  pension  benefits,  disability 
benefits  and  death  benefits. 

Monthly  benefit  allowances  for  regular  members  are  computed  at  2.5%  of  average  compensation  (36 
consecutive  months  of  highest  compensation)  for  each  credited  year  of  service  prior  to  retirement  up 
to  a  maximum  of  90%  of  the  average  compensation  for  employees  entering  the  system  prior  to  July  1, 
1985  and  75%  for  those  entering  after  that  date. 

The  Plan  offers  several  alternatives  to  the  unmodified  service  retirement  allowance  which,  in  general, 
allow  the  retired  employee  to  accept  a  reduced  service  retirement  allowance  payable  monthly  during 
the  employee's  life  and  various  optional  monthly  payments  to  a  named  beneficiary  after  the 
employee's  death.  Regular  members  are  eligible  for  retirement  benefits  at  age  60  with  10  years  of 
service  or  age  55  with  30  years  of  service. 

Contribution  rates  are  established  by  NRS  286.465.  This  statute,  which  is  tied  to  the  increase  in 
taxable  sales  within  the  State  each  year,  provides  for  yearly  increases  of  up  to  1%  until  such  time  as 
the  actuarially  determined  unfunded  liability  of  the  Plan  is  reduced  to.zero.  The  Department,  as  a  part 
of  the  County,  is  obligated  to  contribute  all  2miounts  doe  under  the  Plan.  The  contribution  rate  is 
18.5%  of  all  covered  payroll. 

The  "pension  benefit  obligation"  is  a  standardized  disclosure  measure  of  the  present  value  of  pension 
benefits,  adjusted  for  the  effects  of  projected  salary  increases  and  step-rate  benefits,  estimated  to  be 
payable  in  the  future  as  a  result  of  employee  service  to  date.  The  measure,  which  is  the  actuarial 
present  value  of  credited  projected  benefits,  is  intended  to  help  users  assess  the  Plan's  funding  status 
on  a  going<oncern  basis,  assess  progress  made  in  accumulating  sufficient  assets  to  pay  benefits  when 
due  and  make  comparisons  among  Retirement  Systems  and  employers.  The  Plan  does  not  make 
separate  measurements  of  assets  and  pension  benefit  obligation  for  individual  employers. 

The  most  recent  valuation  was  conducted  as  of  June  30,  1993,  and  the  funding  status  as  of  that  date  is 
summarized  below; 

Meu-ket  Value  Basis 


Total  pension  benefit  obligation                                            $  6,559,418.700 
Net  assets  available  for  benefits 5,308,017,600 

Unfunded  pension  benefit  obligation  $  1,251,401,100 
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Significant  actuarial  assumptions  include  an  investment  return  rate  of  8%  per  year  compounded 
annually  and  projected  salary  increases  of  5%  per  vear  plus  an  age  related  salary  scale. 

The  Department's  1993  contribution  represented  0.73%  of  tfie  total  contributions  required  of  all 
participating  entities. 

Ten-year  historical  trend  information  showing  the  System's  progress  in  accumulating  sufficient  assets 
to  pay  benefits  when  due  is  presented  in  the  System's  June  30,  1993  comprehensive  annual  financial 
report. 

(8)  Commitments  and  Contingencies 

Federal  Grants 

As  of  June  30.  1993.  the  County  has  remaining  federal  grant  awards  of  $9,453,500  for  land  acquisition 
and  airport  improvement,  contingent  upon  the  purchase  of  specified  land  parcels  and  completion  of 
certain  projects.  Such  funds  are  generally  available  only  upon  the  acquisition  of  the  specified  assets 
and  until  such  time  are  not  accrued  as  accounts  receivable.  The  Federal  Aviation  Administration  has 
also  committed  to  the  County  through  its  letter  of  intent  process  to  provide  an  additional  $8,500,000 
in  federal  grants  through  1995. 

(9)  Rentals  and  Operating  Leases 

The  Department  derives  a  substantial  portion  of  its  revenues  from  charges  to  air  carriers  and 
concessionaires.  Charges  to  air  carriers  are  generated  principally  from  terminal  building  rentals  and 
airfield  landing  fees  under  agreements  which  expire  in  1997.  The  Department  leases  land,  building 
cind  terminal  space  to  concessionaires  under  operating  leases  that  expire  at  various  times  through 
2013.  Under  the  terms  of  the  agreements,  concession  fees  are  based  on  a  percentage  of  the  operators' 
revenues  or  a  stated  minimum,  whichever  is  greater;  land  and  building  rentals  are  based  on  square 
footage.  The  Department  received  $22,553,544  in  1993  and  $17,867,955  in  1992  for  contingent  rental 
payments  in  excess  of  stated  minimums. 

The  following  is  a  schedule  of  minimum  future  rentals  receivable  on  noncancelable  operating  leases 
(with  initial  or  remaining  terms  in  excess  of  one  year)  as  of  June  30,  1993: 

Yecir  ending  June  30: 

1994  $  56,747.145 

1995  56,589.088 

1996  56.372.909 

1997  48.760.465 

1998  3,443,904 
Later  years                                                          49,910,808 

Total  minimum  lecise  payments  $271,824,319 
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(10)  Cash  and  Investments 

All  cash  and  investments  of  the  Department  are  under  the  control  of  the  Treasurer  of  Clark  County, 
Nevada.  The  County's  deposit  policies  are  governed  by  State  statutes.  County  monies  must  be 
deposited  in  insured  banks  and  savings  and  loan  associations  within  the  County.  The  County  is 
authorized  to  use  demand  accounts,  time  accounts  and  certificates  of  deposit. 

State  statutes  do  not  specifically  require  collateral  for  demsmd  deposits,  but  do  specify  that  collateral 
for  time  deposits  may  be  of  the  same  type  as  those  described  for  permissible  state  investments. 
Permissible  state  investments  are  similar  to  allowable  County  investments  described  below  except 
that  some  state  investments  are  longer  term  and  include  securities  issued  by  municipalities  outside  of 
Nevada. 

Securities  used  to  secure  deposits  are  usually  set  aside  by  the  financial  institutions'  trust 
departments.  Most  depository  banks  submit  monthly  reports  to  the  County  indicating  the  type,  the 
amount  and  the  market  value  of  the  pledged  securities. 

State  statutes  authorize  the  County  to  invest  in  obligations  of  the  U.S.  Treasury  and  federal  agencies 
having  maturity  dates  that  do  not  extend  more  than  ten  years  from  the  date  of  purchase,  negotiable 
notes  or  short-term  negotiable  bonds  issued  by  other  local  governments  of  the  State  of  Nevada  and 
bankers'  acceptances  not  exceeding  180  days  maturity  and  eligible  by  law  for  rediscount  with  the 
Federal  Reserve  Banks  (purchases  are  subject  to  10  percent  of  the  money  available  for  local 
government  investment.) 

Certain  bond  covenants  require  the  County  to  invest  with  security  dealers  who  are  primary  dealers 
when  investing  in  repurchase  agreements.  Primary  dealers  are  a  group  of  dealers  that  submit  daily 
reports  of  market  and  positions  and  monthly  fincmcial  statements  to  the  Federal  Reserve  Bank  of  New 
York  and  are  subject  to  its  formal  oversight. 

Securities  purchased  by  the  County  are  delivered  against  payment  and  held  in  a  custodial  safekeeping 
account  with  the  trust  department  of  a  bank  designated  by  the  County  and  insured  by  the  Federal 
Deposit  Insurance  Corporation.  At  June  30,  1993,  the  Department's  cash  and  investments  are  as 
follows: 


Unrestricted  Restricted  Total 

Cash                                                             $53,937,556               $  66,467,687               $120,405,243 
Investments ^- 300,420,988 300,420,988 

$53.937,556 $366,888,675 $420,826,231 

Cash  and  investments  balances  at  the  end  of  year  presented  in  the  statements  of  cash  flows  include 
restricted  cash  and  cash  equivalents  of  $100,695,594  and  $120,639,765  as  of  June  30,  1993  and  1992, 
respectively.  Cash  equivalents  includes  all  highly  liquid  investments  purchased  which  mature  within 
three  months  or  less  at  date  of  acquisition. 
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The  Department's  cash  is  deposited  with  the  County  Treasurer.  Accordingly,  the  Department's  banl< 
balance  is  included  in  the  Treasurer's  pooled  bank  account  and  is  not  independently  available.  All 
cash  under  the  control  of  the  County  Treasurer  is  covered  by  Federal  Depository  Insurance,  or  by 
collateral  held  by  the  County's  agent  in  the  County's  name,  or  by  collateral  held  in  the  bank's  trust 
department  in  the  County's  name.  Cash  in  transit  and  change  funds,  which  are  not  collateralized  or 
insured,  totaled  $7,966,081  at  June  30,  1993.  The  Department's  investments  are  categorized  to  give  an 
indication  of  the  level  of  risk  assumed  at  year  end.  Category  1  includes  investments  that  are  insured 
or  registered  or  for  which  the  .securities  are  held  by  the  County  or  its  agent  in  the  County's  name. 
Category  2  includes  uninsured  and  unregistered  investments  for  which  the  securities  are  held  by  the 
counter  party's  trust  department  or  agent  in  the  County's  name.  Category  3  includes  uninsured  and 
unregistered  investments  for  which  the  securities  are  held  by  the  counter  party,  or  by  its  trust 
department  or  agent,  but  not  in  the  County's  name.  A  categorization  of  Department  investments  is  as 
follows: 

Cost Market  Value  Category 

U.S.  Treasury  Securities                                    $290,032,823               $291,431,201  1 

U.S.  Government  Money  Market  Funds 10,388.165 10,388,165 1 

$300,420,988 $301,819,366 

(1 1)  Deferred  Compensation  Plan 

The  County  offers  its  employees  a  deferred  compensation  plan  created  in  accordance  with  Internal 
Revenue  Code  Section  457.  The  plan,  available  to  all  County  employees,  permits  them  to  defer  a 
portion  of  their  salary  until  future  years.  The  deferred  compensation  is  not  available  to  employees 
until  termination,  retirement,  death,  or  unforeseeable  emergency. 

All  amounts  of  compensation  deferred  under  the  plan,  all  property  and  rights  purchased  with  those 
amounts,  and  all  income  attributable  to  those  amounts,  property,  or  rights  are  (until  paid  or  made 
available  to  the  employee  or  other  beneficiary)  solely  the  property  and  rights  of  the  County  (without 
being  restricted  to  the  provisions  of  benefits  under  the  plan),  subject  only  to  the  claims  of  the 
County's  general  creditors.  Participants'  rights  under  the  plan  are  equal  to  those  of  general  creditors 
of  the  County  in  an  amount  equal  to  the  fair  market  value  of  the  deferred  account  for  each  participant. 
The  assets  of  the  plan  are  valued  at  market. 

It  is  the  opinion  of  the  County's  legal  counsel  that  the  County  has  no  liability  for  losses  under  the  plan 
but  does  have  the  duty  of  due  care  that  would  be  required  of  an  ordinary  prudent  investor.  The 
County  believes  that  it  is  unlikely  that  it  will  use  the  assets  to  satisfy  the  claims  of  general  creditors  in 

the  future. 

(12)  Subsequent  Events 

In  September  1993,  the  County  issued  $46,860,000  of  General  Obligation  (Limited  Tax)  Airport  Bonds 
(additionally  secured  with  pledged  revenues)  at  a  discount  of  $546,653  with  interest  ranging  from 
2.7%  to  5.25%  payable  semi  annually  on  June  1  and  December  1.  Principal  is  due  annually  beginning 
June  1,  1994  with  the  final  installment  due  June  1,  201 1.  Proceeds  from  this  issue  will  be  used  to 
refund  $41,770,000  of  the  1991  bonds. 


no 
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CLARK  COUNTY  DEPARTMENT  OF  AVIATION 
CLARK  COLINTY,  NEVADA 

SCHEDULE  OF  GENERAL  AIRPORT  REVENUE 
BOND  DEBT  SERVICE  COVERAGE 

Year  Ended  June  30,  1993 


1993 

1992 

Operating  revenues 
Operating  expenses 

$117,935,164 
45,605,801 

$112,169,354 
42,938,260 

Net  revenues 
Add  allowable  interest  income 

72,329,363 

4,527,675 

69,231,094 
6,745,013 

Net  operating  revenues  available 
lor  bond  coverage 

Other  available  funds 


76,857,038 
14,117,811 


75,976,107 
13,865,769 


Total  available  for  bond  coverage 


$90,974,849 


$  89,841.876 


BOND  COVERAGE  REQUIRED 


Total  debt  service  1993  Swap  bond  series 
Total  debt  service  1988  bond  series 
Total  debt  service  1983  bond  series 
Unrefunded  portion  1982  bond  series 


$  2.708,893 

16,163,143 

30,071,238 

7,527,970 


$  -0- 

13,923,143 

34,012,763 

7.527,170 


56,471,244 


55.463.076 


Less  capitalized  interest  available 


-0- 


-0- 


Net  debt  service  to  cover  from 
operations  or  other  avciilable  funds 

Coverage  at  25% 


56,471,244 
14,117.811 


55,463,076 
13,865,769 


Total  bond  coverage  required 

$70,589,055 

$  69.328.845 

Coverage  ratio  based  on  net  operating  revenues 

1.361 

1.370 

Coverage  ratio  based  on  total  available  for 
bond  coverage 

1.611 

1.620 

See  accompanying  independent  auditors '  report. 
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SCHEDULE  OF  PASSENGER  E\CIUTY  CHARGE  REVENUE 
BOND  DEBT  SERVICE  COVERAGE 

Year  Ended  June  30,  1993 


Passenger  facility  charge  revenue  $  22,326,224 

Other  available  funds: 

Passenger  facility  charge  capital  fund  beginning  of  year  -0- 

From  general  airport  revenues  34,503,605 

Total  available  for  debt  service  $  56,829,829 


BOND  COVERAGE  REQUIRED 
Passenger  facility  charge  revenue  bonds  $  14,767,573 

Less  ■capitalized  interest 14,767,573 

Net  debt  service  to  cover  for  current  revenues  $  -0- 

Coverage  ratio  based  on  current  year's  revenue  n/a 

Coverage  ratio  based  on  total  available  funds  n/a 


See  accompanying  independent  auditors '  report. 
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DEPARTMENT  OF  AVIATION 
McCarran  International  Airport 


CLARK  COUNTY  BOARD  OF 
COMMISSIONERS 

Jay  Bingham  —  Chairman 

Don  Schlesinger  —  Vice  Chairman 

Paul  J.  Christensen 

Thalia  M.  Dondero 

Yvonne  Atkinson  Gates 

Karen  Hayes 

Bruce  L.  Woodbury 

Robert  N.  Broadbent,  Director  of  Aviation 
Randall  H.  Walker.  Deputy  Director  of  Aviation 
R.  Ross  Johnson,  Assistant  Director,  Finance 

The  Clark  County  Airport  System  includes  Las  Vegas  McCarran  International  Airport, 

North  Uis  Vegas  Air  Terminal,  amd  general  aviation  facilities 

located  in  Jean,  Overton,  and  Searchlight,  Nevada. 

The  Clark  County  Airport  System  is  owned  by  Clark  County,  Nevada  and 

operated  under  the  policy  direction  of  Donald  L.  "Pat"  Shalmy,  County  Manager, 

and  the  management  of  Robert  N.  Broadbent. 


McCarran  Intemationcd  Airport 

P.O.Box  11005 

Las  Vegas,  Nevada  891 1 1 

702/261-5211 

Fax  702/798-6591 


i 
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Photography: 

Allen  Photographies 
Harley  Harmon,  Sr 
Industrial  Photographies 
Landiscor 

Nevada  Power  Company 
Nepwork  Produetions 
Opulence  Studios 
John  Gurzinski 
J.J.  Balk 

Sources: 

Greater  Las  Vegas  Annual  Report  (1957  •  1982) 

published  by  Nevada  Chamber  of  Commeree 
Las  Vegas  Convention  &  Visitors  Authority 
Las  Vegas  Perspective  (1990  - 1993) 

published  by  Las  Vegas  Review  Journal,  Nevada  Development  Authority, 

and  First  Interstate  Bank 

Designers: 

Linda  Marchant 
Jule  Mayhew 
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McCarran  International  Airport 

P.O.  Box  11005 

Las  Vegas,  Nevada  89111 

(702)  261-5211 

Fax  (702)  798-6591 
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Commitment  to  Quality  Reaps  Rewards 


by  Clark  County  Manager  OonuiC  L  '  V-af  -■•■■-».' 


h.is  ixi-n  .,  hipi-ruirav,  lhn.«K)ui 
llns  i-r,in:nui!a--.  im-i.imiuplii.,- 

ru.l,,    ..    MUipl.-    i;illl(.aa    l>nvn    nil    . 

spr.iwlmi:  nmlli  hui-icd.  <:: 
n.unHv,  vvrl..urmM-rl<i,v 
priaun-  roV  in  SouIhtTu 
i;Lirk  CuuK  1.-.  lii-M  .mil  I- - 


ul  \i..rk  Ik-ii.'i  pt-oplc  will) 
,.,is.    !..iiiilif\  huikl  bu-i 


"/J  dm  look  at  Las  Vegas 
^Carran  International  Airport 
mil  clearly  demonstrate  Clark 
County's  dedication  to  quality." 


iconJinued  on  page  i 
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•-ion  und  ^ir  '.n^i  ^| 

Aithnugh  me  pr<)|tcr  «un'a  m  june,  ^epicmrvcr 

brought  the  first  ^^^ns  of  vertical  progress  when  the 

steel  skeleton  w-ds  erects.    Surtin^  November  22, 

the  ^skm'■  was  added  lo  the  frame- 
Estimated  completion  of  the  expansion  is  Oaobcr  1994,  bringing  the  total  number  of  gates 

at  Mc-Carran  to  64. 
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Notes    from    Notables 


¥€iii  Caii^l  Judge  a  Book 
My  Its  Cover 

by  Dennis  Stem  President  &  Chief  Executive  Officer  of  the  Nevada  Deveiopment  Authority 
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Air  France  Concorde  Lands 
In  Us  Vegas 

An  Air  France  Concorde  Super  Sonic  Transport  amved  in  Las  Vegas  on  October 
12,  1993  as  part  of  a  l6-ciay  around  the  world  journey-  The  flight  originated  in  Paris 
and  Slopped  in  \(^hington,  D.C.  before  landing  in  Las  Vega-s. 

The  tour,  organized  by  Kuoni  Travel  in  Paris,  was  billed  as  the  "Ultimate 
Holiday."  >X^ile  most  of  the  90  passengers  were  French,  a  number  of  Span- 
ish, Italian,  and  Swiss  tourists  were  on  board.  All  international  guests  were 
treated  to  a  special  welcome  at  the  Charter/International  Terminal  by  Las 
Vegas"  own  masters  of  magic,  Siegfried  &  Roy. 

"International  air  service  is  nothing  new  at  McCarran  International  Airport," 
said  Dirtjctor  of  Aviation  Robert  N.  Broadbent.  "After  all.  Las  Vegas  is  among 
the  lop  ten  destinations  in  the  United  Slates  for  international  travelers." 

"When  you  have  a  scheduled  carrier  like  Air  France  fly  into  Las  Vegas, 
even  on  a  special-occasion  basis,  it  means  that  scheduled  iniemational  ser- 
vice is  not  only  feasible,  but  inevitable,"  continued  Broadbeni. 

Before  taking  off  to  Tahiti,  Australia,  Bali,  Sri  Lanka  and  Oman,  the 
Concorde  remained  parked  at  McCarran  for  two  days  while  its  passengers 
took  advantage  of  Las  Vegas"  unique  entertainment. 
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Distributors  Move  to  Las  Vega: 


Business     First 


MCDONNELL  DOUGLAS  AIR- 
CRAFT CO. 

Taking  advaniage  of  Nevada's 
attractive  business  climate  and  Las 
Vegas  McCarran  Internuticmal 
Airports  strategic  geographic  loca- 
tion, McDonnell  Dou^as  moved  a 
portion  of  their  aircraft  parts  distri- 
bution network  to  Ijs  Vegas  in  1977. 

In  order  tt>  operate  an  efficient 
disLnbution  network,  Douglas  re- 
quires ample  air  service  to  major 
destinations  across  the  country. 
McCarrans  52  nonstop  destinations 
and  313  scheduled  departuns  meet 
that  demand  and  assure  a  quick  and 
efficient  delivery  for  Douglas'  numer- 
ous clients.  In  addition,  Las  Vegas' 
consistendy  low  humidity  is  contlu- 
cive  to  aircraft  parts  and  tools  stor- 
age. 

Douglas  Aircraft's  100,000 
.sqiKire-foot  C9,300  ra^)  facility  in 
North  Las  Vegas  is  jusr  one  of  three 
mafor  parts  distribution  centers. 
Other  distrihuUon  facilities  are  lo- 
cated in  Long  Beach,  California  and 
the  United  Kingdom. 

According  to  Douglas  Aircraft 
Base  Manager,  John  J.  OJ)  Grime, 
the  community  offers  so  mtich  in 
terms  of  relocating  new  bxksiness  to 
Nevada.  'Excellent  tax  incentives 
and  a  convenient  location  are  just  a 
few  of  tile  many  advantages  Nevada 
offers  new  htisinesses,"  said  Grime. 

Nevada's  tixcellent  work  envi- 
ronment includes  no  corporate,  per- 
sonal income,  inventory,  franchise, 
admi.ssit>ns,  or  capital  stock  taxes.  In 
addition,  an  ideal  location  in  the 
heart  of  the  West  provides  liusinesses 
easy  multimodal  tran.'iporTation  ac- 
cess to  and  from  other  major  mar- 
kets. 

Douglas  distributes  a  variety  of 
component.s  from  their  North  La.s 


at^tiaJIU 


Vegas  facility.  Parts  range  anywhere 
in  size  from  just  a  few  .square  inches 
to  pieces  too  large  to  fit  on  a  .stan- 
dard aircraft  Regardless  of  size,  how- 
«'er,  all  parts  mu.st  be  shipped  a*  ex- 
peditiously as  passible  to  the  client. 
According  to  Grimes,  af>proxiraaiely 
two  thiids  of  all  shipments  are  A-O.C. 
(Aircraft  On  tJie  Ground)  deliveries, 
destitted  for  airctaft  in  need  of  criti- 
cal parts  before  resuming  flight-  The 
remaining  sfiipments  are  'lA"  or 
"Mu.st  Ride"  (first  available  flight)  re- 
que.sts  beaded  for  aircraft  awaiting 
routine  mairttenancc  checks. 

Mr.  Grime  has  spent  over  30 
years  in  die  aircraft  asseratrty  busi- 
ng and  has  recendy  wimessed  the 
industry's  move  towards  a  "just  in 
tinte"  environment.  Air  carriers  have 
discovered  they  can  sa\*e  valuable  re- 


s  by  allowing  the  manufacturer 
to  store  and  maintain  parts  inventory. 
And,  at  Douglas,  the  process  is  easy. 

Customers  simply  order  parts  via 
phone  or  computer.  Eiouglas  then 
l(x:ates  the  part  in  the  warehouse, 
cuts  the  airbill,  determines  mode  of 
transportation  and  estimated  time  of 
arrival,  and  confirms  (he  customer's 
request.  Cliems  often  receive  re- 
quested parts  for  an  idle  aircraft  in 
just  30  minutes. 

Because  Douglas  aircraft  span 
the  globe,  the  need  for  spare  pans 
may  arise  anywhere  in  the  world.  Mr. 
Grime  has  delivered  to  ever>'  conti- 
nent on  the  map,  except  Antarctica. 
From  the  Middle  East  to  the  Far  Ea.st, 
and  anywhere  in  between,  Douglas 
reaches  them  all  from  their  North  Ijs 
Vegas  distribution  center. 
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for  Quick  Deli¥i» 


VENADA  AVIATION  INC. 

A  group  of  primarily  European 
corporations  branched  out  into  the 
aircraft  parts  storage  and  distribution 
business.  Venada  Aviation,  Inc.  was 
incorporated  in  1985,  and  moved  to 
Las  Vegas  in  December  1988. 

Like  McDonnell  Douglas, 
Venada  was  drawn  to  Las  Vegas  by 
the  proactive  business  climate.  Ac- 
cording to  Tracy  Madsen,  Vice  Presi- 
dent and  Chief  Financial  Officer, 
Venada  moved  to  Las  Vegas  because 
"the  real  estate,  taxes,  and  weather 
are  very  desirable  for  operating  a 
facility  of  this  type."  Per  Skoldin, 
President  of  Venada,  agrees.  "Las  Ve- 
gas brings  with  it  ail  the  right  stuff — 
the  ease  of  movement  and  number 
of  flights  to  major  gateways  makes 
Las  Vegas  the  natural  choice." 

A  convenient  location  in  the 
Hughes  Center  adjacent  to  McCarran 
International  Aiqx)it  allows  Venada 
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to  meet  tlie  A.O.G-  needs  of 
of  their  clients.    More  ih;in  8096  < 
.  Wnada  parts  leave  L^s  Vegas  by  ai 
The  re.M  r'nvel  by  truck.   When  the  ^ 
nL".v  \  r;x.rt  connector  tunnel  opeas 
in  I'r\r  :iv,r  iy)4,  transit  time  to  the 
Las  na!  Air  Cargo 

Ccn  'I  be  reduced,..' 

exf"  -try  to  Veriada 

custonicis. 

Venada's  20,000  square-foot 
(I,i860  mO  warehouse  stores,  niore;iJ 
than  iOO.OOt)  parts  nine;inp.  frxam  t 
ets  to  complLtc  engme  assemblies. 
As  business    grov-s,  ;iic  ;.<,iiir.- 
roomtoexpHT 
square  feet  < . 
art  compute; 

tracking  both  m  Las  Vcgo^.^c 
Vfenada's  main  storage  facility  iftiS 
zerland.  •■^*^ 

Years  ago,  Douglas  Aircraft  a 
Venada  established  aviation  parts  dis-  ? 
tribution  networks  in  Las  Vegas,  and 
have  never  regrened  it.  The  rela- 
tionship between  Las  Vegas 
McCarran  International  Airport,  the 
business  community,  and  the  resi- 
dents of  Qark  County  will  encour- 
age others  to  do  the  same. 

Las  Vegas  provides  the  necessary 
framework  to  make  distribution  net- 
works like  Douglas  and  Venada  suc- 
ceed. Continued  planning  and  fore- 
sight on  the  part  of  local  community 
leaders  will  ensure  future  ofjportu- 
nities  for  businesses  seeking  refuge 
from  burdensome  regulations  and 
taxes. 

As  the  aviation  industry  struggles 
to  regain  momentum,  those  busi- 
nesses poised  to  capitalize  on  Las 
Vegas'  enhanced  infrastructure,  ap- 
pealing business  climate,  and  more 
than  300  days  of  sunshine  a  year  will 
face  the  challenges  of  the  next  cen- 
tury ahead  of  the  competition. 


(continued  from  page  one) 
Our  new  Las  Vegxs  International  Air 
Carjio  Center,  which  opened  in  April  in 
a  iuint  \'enture  with  Inlemantjnal  Avia- 
tion Terminals  of  Vancouver,  Canada,  is 
ready  for  expansion  with  nearly  100 
acres(40.5  ha)  of  land  available  for  de- 
velopment and  a  10-acre  (4  ha)  Foreign 
Trade  Zone. 

This  facility,  coupled  with  Las 
Vegas'  growing  economy  and  its 
proximity  to  the  West  Coast,  make  it 
an  excellent  cargo  terminus.  It  is  ac- 
tually quicker  to  fly  cargo  into  Las 
Vegas  and  truck  it  to  Southern  Cali- 
fornia than  it  would  be  to  fly  the 
freight  directly  to  Los  Angeles  Inter- 
nabonal  Airport,  where  frequent  de- 
lays and  rapidly- increasing  fees  are 

The  Charter/International  Termi- 
nal, which  opened  in  December  1991, 
is  an  ultra-modem  facility  with  10  air- 
craft gates  and  full-service  facilities 
operated  by  the  U.S.  Customs  Service, 
the  Immigration  and  Naturalization 
Service  and  the  Department  of  Agri- 
culture. The  terminal  is  an  ideal  fa- 
cility for  our  growing  international 
service  and  an  excellent  gateway  to 
the  United  States  for  the  hundreds  of 
thousands  of  international  tourists 
who  visit  Las  Vegas  each  year. 

As  for  our  resort  industry,  nearly 
10,000  new  hotel  rooms  will  be  avail- 
able in  Las  Vegas  by  the  end  of  1993. 
These  three  new  resorts  —  Luxor, 
Treasure  Island  and  the  MGM  Grand 
—  are  owned  by  some  of  Las  Vegas' 
bigge.st  corporations  and  are  being 
aggressively  marketed  to  bring  thou- 
sands of  new  faces  to  Southern  Ne- 
vada. McCarran,  which  handles  about 
half  of  all  the  visitors  to  Las  Vegas,. is 
preparing  for  a  139  percent  increase 
in  passenger  traffic  just  from  these 
new  resorts.  And  exciting  future 
projects,  under  study  by  MGM  and 
Mirage  Resorts,  promise  an  even  more 
exciting  future  for  Clark  County. 

This  type  of  prosp)erity  has  made 
Clark  County  one  of  the  fastest  grow- 
ing regions  in  the  country.  The  suc- 
cessful parmering  of  good  proactive 
government  with  aggressive  business 
continues  to  be  a  winning  combina- 
tion for  economic  success.  Clark 
County  is  tnjly  a  thriving  community 
with  a  bright  future. 
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Three  douhie  th^'ir  Iths  cjm  sk]er>  to  *0  ^ierc^  (10  hil  of  mdinumed  ski 
slopes  surrounded  bv  60*1  jert-s  (24^  hd)   )f  forested  ttrrun 

Chair  1  nses  1  000  feet  (-^O-t  n  i  and  uanspons  skiers  lo  "Highrolit-r  Bhek 
ijek."  aiid  Keno  ~  mas  ^roomed  h  r  the  intermediate  to  idvanee'd  skier  Mni 
Allev  ■  b.)j  Ts  the  111  untuns  nt  )si  diffuiili  ttrrram  tnd  ehiilcn^cs  the  idv  imed 
spnrtsnmr  itj  irail  skuti^  and  an  otf-Lhe  paek  adventure 

For  beginning  inieniieeiiaU  ind  advanced  skiers  m  seareh  of  sm(X>ther  sloped 
Chair  2  heads  up  lo  "Tlie  bne  The  Strip  and  Bimf»>  Or  it  a  <^IiJ^dv  warmer 
venuf  i.s  m  order  fKiii^  Home  a  steep  headwall  iraiJ  is  j  str^is^ht  shot  to  the 
sundeck 

Chair  3  to  "Rjbbu  Peak"  ls  the  best  bet  tor  neweomers  to  the  spon  vvhtre  a 
wide-open  slope  and  ijentJe  grade  give  beginners  the  oppt>rtunity  to  learn  the 
ba-sics. 

A  coffee  shop  in  the  main  Uxlge  serves  iuiuh  de-lcublcs  and  sumptuous 
snacks.  Skiers  can  en)()y  a  hot  beverage  by  the  blazing  fire,  or  a  refreshing  cold 
drink  on  the  sundeck  overlcoking  the  slopes. 


The-  Lee  ( 
m^nv  tomottcn  nct-^ 
lor  fur  wejiher  fnends 
nff  the  siopts 

\rt.ntil  shop  tames  equipmtnt 
to  meet  the  nceeis  ot  aJl  skiers  (roin 
the  ni  vice  to  the  e\pe(1  Tmmed 
ti-*.hnieuns  lit,  on  hmd  to  ensuie.  a 
profXT  ht 

\lirccl  Bare!  a  PSi  \  \^  tertified 
mstiml  r  ducets  Marcel  s  ski  seb<M>l 
\lari.el  md  his  hiendlv  conipcttni 
suit  ot  instrutlufs  mtrcxluee  new 
skiers  to  the  pleasures  of  A^lpme  =iki 
mij  and  prov  ide  jsMstanee  to  ^U  le% 
e!*!  o!  skiers  interested  in  honing  the-ir 
skills  Les^^ons  special  climes  md 
fc  irn  to  sk'  packages  arc  offered 
throu^hoitt  the  season 

ski  ^Vee  a  rutionwide  pre)gram 
dL signed  for  be^mnjng  skiers  Ix 
tvvftn  th^  aiJcs  o!  4  and  12  is  jWi 
a\  ill  ibic  It  M  ireei  s  The  program 
aequ  imts  children  with  the  funda 
menials  skiing,  and  teaches  siudenls 
how  lo  satciy  navigate  the  slopes — 
all  while  having  fun.  Full-day  and 
half-da^  pre>grams  are  offered  on 
weekcntis. 


Las  Vegas  McCarran  Intef  national  Airport  Wiffler  1994 
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NOTICE:  The  2ncl  Annual 
Las  Vegas  International  Air 
Cargo  Center  Golf  Tourna- 
ment will  be  held  April  19-21, 
1994.  Stay  tuned  for  details. 
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(continued  from  page  fivs) 

Tjx  savings,  iranspLirtition,  uliii- 
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k«s  quKidy  and  ac  discotintcd  rait:s. 
Adtl  to  these  benefits  a  Ujstiiog  l\ir~ 
ejgn  Trade  2one  thai  tan  haixlle  for- 


American  Airlines  Opens 

Las  Vegas  to 
South  American  Maricets 
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Las  Vegas  McCarran  International  Airport 

P.O.  Box  11005 

Las  Vegas,  Nevada  89111-1005 
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SUMMARY  TESTIMONY  FOR  MANTJEL  J.  CORTEZ  BEFORE  HOUSE 
SUBCOMMITTEE  ON  PROCUREMENT,  TAXATION  AND  TOUTIISM 


Distinguished    Subcominittee    Members: 

I  ana  Manuel  J.  Cortez,  president  and  CEO  of  the  Las  Vegas  Convention 
&  Visitors  Authority.  The  LVCVA's  principle  mission  is,  simply  put,  to 
attract  visitors  to  Clark  County.  Wc  work  closely  with  the  Southern 
Nevada  resort  industry,  the  Nevada  Commission  on  Tourism,  as  well 
as   with   a  broad  spectrum  of  domestic   and   international  leisure  and 
business   travel  groups,   to  market  Las   Vegas  throughout  the  United 
States   and  the  world. 

Comprehensive   visitor   statistics   and   other   backup   information   are 
contained   within   the  written  testimony  material  that  I  have 
submitted  to  the  subconamittee.  However,   I  would  like  to  highlight 
some  of  this  information  for  you  now  in   order  to  underscore  the 
importance  of  the  international  marketplace  to  Las  Vegas. 

In  1993,  a  total  of  23.5  million  people  visited  Las  Vegas.  Of  these 
23.5  million  people,  an  estimated  3.5  million,  or  14.8  percent,  were 
international  visitors.  These  3.5  international  visitors  had  a  combined 
gaming  and  non-gaming  economic  impact  of  $1.5  billion  on  our 
economy. 

While  the  number  of  both  domestic  and   international  visitors  has 
grown  tremendously,  the  international  market  has  grown  at  a  faster 
rate  and  has  become  a  larger  percentage  of  the  overall  visitor 
market. 

As  a  comparison,     in  1987,  the  number  of  international  visitors  to  Las 
Vegas  totaled  1.3  million  people,     or  8  percent,  out  of  16.2  million. 
The  combined  economic  impact  was  $469,000,     By   1992,  the  number 
of  foreign  visitors  had  swelled  to  2.6  million  —  an  increase  of  102 
percent  from  1987.    Those  visitors  were     12  %  of  the  total  21.8 
visitors,   and  accounted  for  $1.2  million  in  combined  economic 
revenue  to  our  economy. 
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As   these  numbers   reflect,   international   visitors   arc  an   important 
market  for  us,  one  that  we're  not  taking  lightly.     And  with  a  tourism- 
based  economy,  Las  Vegas'   growth  and  prosperity  is  inextricably 
linked  to  a  healthy  and  steady  visitor  volume  of  both  domestic  and 
international    visitors. 

The  following  statistics  underscore  the  importance  of  tourism  to  Las 
Vegas'   economy.  According  to  the  Nevada  Employment  Securities 
Division,  by  the  end  of  1993,   138,000  people  were  directly  employed 
by  gaming,  hotel  and  recreation  in  Clark  County  of  which  Las  Vegas 
is  the  major  city.  These  jobs  comprise  30  percent  of  the  workforce  in 
the  Las  Vegas  metropolitan  area.     Tourism  is  the  largest  employer  in 
Las  Vegas,  as  well  as  the  rest  of  Nevada. 

And   that   138,000  figure  doesn't  include  the   thousands  of  ancillary 
jobs,   like  construction,   created   to  sustain   our  tourism-based 
economy.     Additionally,  for  every  tourism  dollar,  which  includes 
direct  expenditures  on  gaming,  food,  room,  retail  purchases   and 
entertainment  and  sightseeing,  an  additional  42  cents  is  spent  on 
other   related    services. 

Las  Vegas,  and  Nevada  residents,  are  the  beneficiaries  of  low  taxes, 
mainly  because  of  the  revenue  generated  from  gaming  taxes.     In  fact, 
Nevada  is  the  third  lowest  taxed  state  in  the  country. 

The  prosperity  of  the  city  has  mirrored  the  growth  of  Las  Vegas  as  a 
world-class  vacation  and  meeting  destination.  As  you  know,  we've 
become  one  of  the  fastest  growing  metropolitan  areas  of  the 
countries.     Wc  still  have  3,500  people  moving  here  every  month.  Our 
current  population  is   about  900,000;   a  decade  ago,  there  were 
512,000   people   here. 

As  I  stated  earlier,  the  LVCVA's  goal  is  to  bring  visitors  to  Las  Vegas. 
In  doing  so  now,     we  have  increased  and  refined  our  efforts  to  keep 
Las  Vegas  in  the  envious  position  as  a  premier  destination  that  it  has 
attained. 
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The  influence  of  various  political  and  economic  factors  throughout 
the  world,  has  provided  our  staff,  as  well  as  some  of  the  other  local 
hotels,   with   more   foreign  travel-related   opportunities   to   target  the 
international    traveler. 

Our   international   marketing   program  began    10   years   ago.   However, 
our  efforts  became  more   streamlined   and   targeted   six   years  ago.   And 
as   the   numbers  have  shown,  a  steady  increase  in   foreign  visitor 
volume  to  Las  Vegas  has  occurred. 

In   1992,     our  Top  Five  international  markets  were  Canada  with   1.25 
million   visitors;   Germany,   with  213.000  visitors;   Japan,   157,000 
visitors;   United  Kingdom,   138,000  visitors;  and  Mexico,  with   117.000 
visitors.  These  have  basically  been  our  Top  Five  markets  for  the  past 
10  years.  However,  we  are  also  targeting  travelers  from  South 
America,  Italy,  France.   Australia  and  the   Scandinavian  countries. 

I'll  briefly  outline  some  of  our  efforts: 

However,  before  I  proceed,  I  should  point  out  that  Las  Vegas  is  the 
only  Top  10  city  choice  among  foreign  travelers  that  is  not  a 
"gateway  city"  or  a  city  with  direct  non-stop  scheduled  service.  This 
means.  Las  Vegas  really  is  a  destination  of  choice  because  it  is  more 
difficult  to  travel  here.  It  should  also  be  noted  that  the  fact  that 
many   Europeans   have   four-week  holidays   makes   it  easier  for   them 
to  travel  to  the  United  States. 

Some  of  our  marketing  efforts  include: 

—  Taking  advantage  of  Las  Vegas'  proximity  to  the  Grand  Canyon 
and  a  host  of  other  national  parks.    The  Grand  Canyon  is  one  of  the 
major  attractions   of  foreign  travelers  to  the   Southwest,  and  Las 
Vegas  is  the  perfect  place  for  them  to  layover.     We  have  been  very 
successful  in  marketing  Las  Vegas  as  "the  gateway  to  the  Grand 
Canyon"  and  the  West; 
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—  Positioning  Las  Vegas  as  a  multiple  destination  trip  to  entice 
foreign  business  and  leisure  travel  to  spend  a  few  days  in  the  city 
because  of  its  proximity  to  other  "gateway  cities"  such  as  San  Diego, 
Los  Angeles  and  San  Francisco; 

--  Positioning  Las  Vegas  as  a  complete  resort  destination  with  its 
gaming,   room,   entertainment,    attraction,   dining,    recreation    and 
weather    amenities; 

—  Working  with  wholesalers  to  include  Las   Vegas  packages; 

--  Working  with  foreign  corporate  and  incentive  groups.     This  area 
has  a  lot  of  potential  as  foreigners  perceived  Las  Vegas  to  be  an 
"exotic"   destination; 

—  Working   with  local  airport  officials   and   airline  represenutives  to 
bring  non-stop  international  scheduled  service  to  Las  Vegas.  In  fact, 
a  joint  committee,  the  Joint  Air  Service  Task  Force,  made  up  of 
representatives  of  the  Las  Vegas   Convention  and  Visitors  Authority 
and  the  McCarran  International  Airport  here  in  Las  Vegas,  has 
recently  been  formed  to  carry  out  this  goal; 

—  Establishing  satellite  offices  in  London,  servicing  United  Kingdom 
and   Ireland;  Munich,  servicing  Germany  and  the  other  European 
countries;  and  Tokyo,  servicing  Japan  and  the  Pacific  Rim  countries. 

—  Increasing  our  efforts  in  Mexico  and  South  America.     With  the 
passage  of  NAFTA,  we  expect  to  see  growth  in  the  number  of  middle- 
class   travelers  from  this  increasingly  important  part  of  the  world; 

—  Working  with  the  United  States  Travel  and  Tour  Association; 

--  Providing  materials,  including  press  kits  and  brochures,  in  foreign 
languages.     Many  hotels  also  provide  various  foreign  language 
services  as  well; 
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In  conclusion,  international  tourism  will  continue  to  play  an 
increasingly  intportant  role  in   our  marketing  efforts  to  ensure  that 
Las  Vegas  retains  its  position  as  one  of  the  world's  pre-eminent 
tourism    destinations. 

Thank  you  for  allowing  me  to  testify  before  your  committee. 


133 


134 


LAS  VEGAS  CONVENTION  AND 
VISITORS  AUTHORITY 

1993 
BOARD  OF  DIRECTORS 

Commissioner  Paul  J.  Christensen Cliairman 

Councilwoman  Mary  Kincaid Vice  Chairman 

Ms.  Lorraine  Hunt Secretary/Treasurer 

Mr.  Robert  L.  Boughner»Mr.  Steve  Greathouse 

Mayor  Robert  A.  Groesbeck  •  Ms.  Marilyn  Gubler 

Councilman  Frank  Hawkins  Jr.  •Commissioner  Karen  Hayes 

Mayor  Jan  Laverty  Jones*  Mayor  Bill  Lee  •  Mr.  Barry  Shier 




LAS  VEGAS  CONVENTION  AND 

VISITORS  AUTHORITY  STAFF 

Manuel  J. 

Cortez,  President 

William  B.  Hammond 

Vice  President  of  Operations 

Rossi  T.  Ralenkotter 

Vice  President  of  Marketing 

Thomas  A.  Smith 

Vice  President  of  Facilities 

Carolyn  M.  Usher 

Manager  of  Marketing  Services 

Terrence  M.  Jicinsky 

Research  Coordinator 

135 


LAS  VEGAS  CONVENTION 
AND  VISITORS  AUTHORITY 

Since  its  creation  in  1 955,  the  Las  Vegas  Convention  and  Visitors 
Authority  (LVCVA)  has  helped  spearhead  the  remarkable  growth  of 
Las  Vegas  as  a  complete  resort  destination. 

The  LVCVA  was  established  by  the  Nevada  Legislature  to  manage 
the  operations  of  the  Las  Vegas  Convention  Center,  and  to  promote 
Southern  Nevadathroughout  the  world  as  an  exciting  and  affordable 
vacation  and  convention  city. 

The  results  of  the  LVCVA's  efforts  over  the  years  have  been 
striking.  The  Las  Vegas  Convention  Center  opened  in  1959  with 
90,000  square  feet  of  exhibit  space.  Today  the  center  is  one  of  the 
largest  meeting  facilities  in  the  nation,  with  more  than  1.6  million 
square  feet  of  usable  space- 1 .3  million  square  feet  of  meeting  and 
exhibit  space  alone. 

The  LVCVA  also  operates  Cashman  Field  Center,  with  100,000 
square  feet  of  meeting  and  exhibit  space,  a  10,000  seat  baseball 
stadium  (home  of  the  Las  Vegas  Stars  AAA  baseball  team)  and  a 
2,000  seat  theater.  Such  facilities  are  one  reason  why  Las  Vegas 
ranks  among  the  nation's  top  convention  sites.  In  1993,  the  city 
hosted  2,443  gatherings  attended  by  2.4  million  people  that  generated 
revenues  of  $2.3  billion. 

Las  Vegas  is  one  of  the  nation's  premier  vacation  destinations. 
During  1993,  23.5  million  people  visited  Las  Vegas,  almost  double 
the  number  of  a  decade  ago.  Visitors  in  1993  spent  $15.1  billion  in 
the  Las  Vegas  area,  including  gaming  revenues. 

The  12-member  LVCVA  Board  has  overseen  all  of  this  activity, 
setting  policy  in  order  to  increase  the  number  of  visitors  to  Las 
Vegas  each  year.  With  representatives  from  Clark  County,  the  City 
of  Las  Vegas,  North  Las  Vegas,  Henderson,  Boulder  City,  and 
Mesquite,  along  with  the  hotel/motel  industry,  business  and  financial 
communities,  the  LVCVA  Board  has  the  knowledge  and  experience 
to  help  Las  Vegas  maintain  its  leadership  in  the  tourism/convention 
industries. 
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1993  VISITOR  VOLUME 


23,522,593  people  visited  the  Las  Vegas  area  during  the  calendar  year 
of  1993.  This  represents  an  increase  of  7.5%  over  the  same  time  period  of 
1992.  This  increase  coincides  with  the  addition  of  three  mega-resorts.  The 
2,526-room  Luxor  and  the  2,900-room  Treasure  Island  both  opened  in 
October  and  the  5,005-room  MGM  Grand  Hotel  and  Theme  Park  opened  in 
December.  Strong  convention  attendance  and  increases  in  both  scheduled 
and  charter  airline  passengers  contributed  to  the  percentage  increase. 

The  Las  Vegas  Convention  and  Visitors  Authority  presents  a  monthly 
analysis  of  the  visitor  volume  in  the  following  chart. 

PERCENTAGE 

MONTH 1992 1993  CHANGE 

JAN 1,683,894  1,765,818  +    4.9% 

FEB 1,767,442  1,804,948  +    2.1% 

MAR 1,798,927  1,958,863         +    8.9% 

APR 1,802,697  1,951,557         +    8.3% 

MAY 1,885,396  1,948,482         +    3.3% 

JUN 1,779,306  1,865,484         +    4.8% 

JUL 1,888,148  2,059,509         +    9.1% 

AUG 1,957,668  2,077,388         +    6.1% 

SEP 1,844,770  1,956,673         +    6.1% 

OCT 1,916,300  2,128,831  +11.1% 

NOV 1,774,628  2,041,256  +  15.0%    3 

DEC 1.787,689  1.963,784  +    9.9% 

TOTAL 21,886,865  23,522,593  +    7.5% 
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A  TEN  YEAR  STATISTICAL  ANALYSIS 

An  analysis  of  the  visitor  volume  indicator  since  1 984  for  Las  Vegas 
is  contained  in  the  chart  below. 


YEAR 


VISITOR  VOLUME 


PERCENTAGE 

CHANGE 

+ 

4.0% 

+ 

10.5% 

+ 

7.1% 

+ 

6.7% 

+ 

6.1% 

+ 

5.4% 

+ 

15.6% 

+ 

1 .7% 

+ 

2.7% 

+ 

7.5% 

1984 12,843,433 

1985 14,194,189 

1986 15,196,284 

1987 16,216,102 

1988 17,199,808 

1989 18,129,684 

1990 20,954,420 

1991  21,315,116 

1992 21 ,886,865 

1993 23,522,593 


25X)00«X) 


20.000  «» 


10X00,000 


23.5 


1984    1985    1986    1987    1988    1989    1990    1991    1992    1993 


SOURCE:  Las  Vegas  Convention  and  Visitors  Authority 
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VISITOR  DOLLAR  CONTRIBUTION 
$15.1  BILLION 

Tourists  and  conventioneers  spent  approximately  $15.1  billion  in 
the  Las  Vegas  area  during  1993.  An  analysis  of  tlie  visitor  dollar 
contribution  since  1984  for  Las  Vegas  is  presented  below. 

TOTAL  DOLLAR  REVENUE 
(INCLUDES  GAMING  REVENUES) 


YEAB. 

1984.. 
1985.. 
1986.. 
1987.. 
1988.. 
1989.. 
1990.. 
1991  .. 
1992.. 
1993.. 


PERCENTAGE 

TOTAL  REVENUE" 

CHANGE 

$     6.308,817,877 

+    6.3% 

$     6,901,178,440 

+    9.4% 

$     7.461,375,444 

+    8.1% 

$     8,602,965,887 

+  15.3% 

$  10,039,448,236 

+  16.7% 

$  11,912,941,021 

+  18.7% 

$  14,320,745,600 

+  20.2% 

$  14,326,553,719 

+    0.0% 

$  14,686,644,065 

+    2.5% 

$  15,127,266,781 

+    3.0% 

ECONOMIC  IMPACT 

(In  Billions) 

S)6.0 

S15.1 
$147        ^^^ 

S14.0 

- 

H  H 1 1 

$12.0 

- 

^^1  ^^1  ^^1  ^^1 

^^H  ^^B  ^^B  ^^H  ^^B 

SI  0.0 

S8.6 

■■■■■■ 

S8.0 

S6.9 

S7.5 

i 

llllll 

$6.0 

■  I 

I 

1 

mm 

S4.0 

JIM 

M 

M 

.H_H.H-H-H-H_ 

1984        was 

1986 

1987 

1988            1989            1990            1991             1992            1993 

*  Per  visit  expenditures  excluding  gaming  for  1993: 
Trade  show  delegates  =  $1,100;  Convention/meeting  delegates  =  $727;  and 
Tourists  =  $412 

SOURCE:  Las  Vegas  Convention  and  Visitors  Authority 
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COMPOSITE  CONVENTION  REPORT 

1993 

Conventions  Percentage  Total 

Month Held  Attendance  Change Revenue' 

JANUARY 179  207,434  (-  19.6%)  $188,819,186 

FEBRUARY 218  263,381  +     8.8%  $240,064,967 

MARCH 228  311,351  +  82.7%  $294,349,704 

APRIL 205  232,500  +   43.3%  $219,890,153 

MAY 190  130,252  +36.5%  $112,470,011 

JUNE 215  132,052  +  31.4%  $117,257,209 

JULY 173  88,359  +     1.5%  $75,211,399 

AUGUST 172  203,772  +  42.5%  $191,183,833 

SEPTEMBER 225  251,899  +  45.1%  $230,157,294 

OCTOBER 268  152,798  +     8.4%  $134,890,125 

NOVEMBER 193  431,327  +28.9%  $419,512,324 

DECEMBER 177  34,609  (-  43.9%)  29,720,668 

TOTAL 2,443  2,439,734  +  23.9%  $2,253,526,873 

The  Las  Vegas  convention  industry  produced  2,443  conventions  in  1993. 
The  total  revenue  generated  during  this  period  reached  $2.3  billion. 
Convention  attendance  increased  23.9%  when  compared  with  1992.  A 
monthly  graph  for  convention  attendance  in  1993  is  presented  below. 


Attendance 

500.CXX)    ^ 


*  Revenue  is  based  upon  the  following: 

1. Trade  show  delegate  expenditure  per  visit  (excluding  gaming)  -  $1,100; 

2.Convention/meeting  delegate  expenditure  per  visit  (excluding  gaming)  -  $727 
SOURCE:  Las  Vegas  Convention  and  Visitors  Authority 
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CONVENTION  SUMMARY 


The  Las  Vegas  convention  industry  has  experienced  dramatic 
growth  during  the  past  decade.  During  this  ten  year  period,  Las  Vegas 
hosted  1 0,799  conventions.  These  conventions  attracted  1 6.5  million 
delegates  which  generated  over  a  $1 3. 1  billion  non-gaming  economic 

impact. 

NUMBER  OF 
YEAR CONVENTIONS      ATTENDANCE  REVENUE 

1984 499  1,050,916            $792,388,609 

1985 480  1,072,629            $866,305,852 

1986 564  1,519,421  $1,042,279,651 

1987 556  1,677,716  $1,197,168,704 

1988 681  1,702,158  $1,242,227,536 

1989 711  1,508,842  $1,140,912,624 

1990 1,011  1,742,194  $1,358,243,318 

1991 1,655  1,794,444  $1,482,327,551 

1992 2,199  1,969,435  $1,693,074,125 

1993 2,443  2,439,734  $2,253,526,873 


2,500,000 


2,000,000 


1,500,000 


1,000,000 


500,000 


A 


19M    1985    1986    1987    1988    1989    1990    1991    1992    1993 


SOURCE:  Las  Vegas  Convention  and  Visitors  Authority 
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CLARK  COUNTY  GAMING 


GROSS  GAMING  WIN 

A  summary  of  the  gross  gaming  win  in  Clark  County  for  the  period 
covering  1984  through  1993  is  shown  in  the  following  table. 

PERCENTAGE 
YEAR AMOUNT CHANGE 

1984 $2,008,115,000  +  6.4% 

1985 $2,256,763,000  +12.4% 

1986 $2,431,237,000  +  7.7% 

1987 $2,789,336,000  +14.7% 

1988 $3,136,901,000  +12.5% 

1989 $3,430,851,000  +  9.4% 

1990 $3,104,001,000  +19.6% 

1991  $4,152,407,000  +  1.2% 

1992 $4,381,710,000  +5.5% 

1993 $4,727,424,000  +7.9% 


Billions  of  Dollars 


SOURCES:  Nevada  State  Gaming  Control  Board; 

Las  Vegas  Convention  and  Visitors  Authority 
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LAS  VEGAS  OCCUPANCY  STATISTICS 


The  Las  Vegas  Convention  and  Visitors  Authority  has  conducted  an 
in-depth  marketing  research  study'  on  room  occupancy  during  the 
twelve  months  of  1993.  The  results  of  the  study  are  as  follows. 

NET 

MONTH 1992 1993 CHANGE 

JANUARY 75.8%  76.2%  +  0.4 

FEBRUARY 85.0%  88.8%  +  3.8 

MARCH 82.0%  88.6%  +  6.6 

APRIL 84.8%  90.5%  +  5.7 

MAY 83.8%  86.5%  +  2.7 

JUNE 83.5%  86.9%  +  3.4 

JULY 87.0%  91.0%  +4.0 

AUGUST 90.5%  94.0%  +  3.5 

SEPTEMBER 87.7%  89.9%  +  2.2 

OCTOBER 87.9%  92.3%  +  4.4 

NOVEMBER 84.2%  87.5%  +  3.3 

DECEMBER 74.4% 79.2% +  4.8 

TOTAL 83.9%  87.6%  +  3.7 

*  The  sample  size  for  this  survey  represents  75.0%  of  the  total 

hotel/motel  rooms  available. 


JAN         FEB         MAR        APR        MAY        JUN         JUL        AUG        SEP         OCT        NOV        DEC 
BsM  1992  1^1  1993 


SOURCE:  Las  Vegas  Convention  and  Visitors  Authority 
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OCCUPANCY  SUMMARY 


LAS  VEGAS-  1993 


TOTAL 


Average  -  Calendar  Year  Totals 


92.0% 


94.2% 


2.2 


1992 

1993 

NET 
CHANGE 

HOTELS 
MOTELS 

88.8% 
66.1% 

92.6% 
69.7% 

+     3.8 
+     3.6 

TOTAL 

83.9% 

87.6% 

+     3.7 

Average  -  Weekend  Occupancy 

1992 

1993 

NET 
CHANGE 

HOTELS 
MOTELS 

95.4% 
79.6% 

97.0% 
84.0% 

+     1.6 

+     4.4 

Average  -  Midweek  Occupancy 


HOTELS 
MOTELS 


TOTAL 


1992 


1993 


85.9% 
60.3% 


90.6% 
63.3% 


80.4% 


84.6% 


NET 
CHANGE 


4.7 
3.0 
4.2 


SOURCE:  Las  Vegas  Convention  and  Visitors  Authority 
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OCCUPANCY  STATISTICS 


TEN  YEAR  SUMMARY 

The  Las  Vegas  hotel/motel  industry  experienced  strong  occupancy 
percentages  during  the  last  10  years.  This  substantiates  the  growth 
rate  and  overall  strength  of  the  visitor  industry  of  the  city. 


HOTEL  OCCUPANCY 

MOTEL  OCCUPANCY 

TOTAL  OCCUPANCY 

YEAR 

PERCENTAGE 

PERCENTAGE 

PERCENTAGE 

1984... 

78.1% 

61.7% 

72.5% 

1985... 

84.7% 

70.1% 

79.8% 

1986... 

86.3% 

70.9% 

81 .4% 

1987... 

87.0% 

74.0% 

83.4% 

1988... 

89.3% 

73.7% 

85.1% 

1989... 

89.8% 

72.5% 

85.2% 

1990... 

89.1% 

69.8% 

84.7% 

1991  ... 

85.2% 

62.6% 

80.3% 

1992... 

88.8% 

66.1% 

83.9% 

1993... 

92.6% 

69.7% 

87.6% 

SOURCE:  Las  Vegas  Convention  and  Visitors  Authority 


HOTEL 


MOTEL 


1984  1985  1986  1987  1988  1989  1990  1991  1992  1993 

■Hfl  Motel  Hi  Total  ^^  Hotel 


HH«HWIIIimwr'«™™™™^llllllllllllllllllllllllllllllllllllllllWIIIIIBIIIIIIIIIIIIIIBIIM 
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LAS  VEGAS  ROOM  INVENTORY 


The  total  hotel/motel  room  inventory  for  Las  Vegas  increased  by 
31,924  rooms  from  1984  to  1993.  This  represents  a  percentage 
increase  of  59.0%.  The  inventory  analysis  follows. 


YEAR 


TOTAL 

PERCENTAGE 

HOTEL/MOTEL  ROOMS 

CHANGE 

54,129 

+  3.0% 

53,067 

(-  2.0% ) 

56,494 

+  6.5% 

58.474 

+  3.5% 

61 ,394 

+  5.0% 

67,391 

+  9.8% 

73,730 

+  9.4% 

76,879 

+  4.3% 

76,523 

(-  0.5% ) 

86,053 

+12.5% 

1984 
1985 
1986 
1987 
1988 
1989 
1990 
1991 
1992 
1993 


70.000 


60.000 


100.000 


SOURCE:  Las  Vegas  Convention  and  Visitors  Authority 
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McCARRAN  AIRPORT  STATISTICS 


Since  1 984,  thetotal  number  of  passengers  enplaning  and  deplaning 
at  McCarran  International  Airport  has  increased  by  1 21 .8%.  The  value 
of  the  airline  market  to  the  Las  Vegas  convention  and  tourism  industry 
is  supported  by  the  following  chart. 

TOTAL  NUMBER  OF 
ENPLANED  AND  PERCENTAGE 

YEAR  DEPLANED  PASSENGERS  CHANGE 

1984 10,141,809  (-     1 .7% ) 

1985 10,924,047  +     7.7% 

1986 12,428,748  +13.8% 

1987 15,582,302  +25.4% 

1988 16,231,199  +    4.2% 

1989 17,106,948  +     5.4% 

1990 19,089,684  +  11.6% 

1991 20,171,557  +     5.7% 

1992 20,912,585  +    3.7% 

1993 22,492,156  +     7.6% 


SOURCES:  McCarran  International  Airport; 

Las  Vegas  Convention  and  Visitors  Authority 
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1,287.494 

1,292,258 

+ 

0.4% 

1,312,259 

1.362.593 

+ 

3.8% 

1,421,854 

1,474.405 

+ 

3.7% 

1,393,600 

1 ,485,408 

+ 

6.6% 

1,452,353 

1,497,123 

+ 

3.1% 

1,453,401 

1,501,336 

+ 

3.3% 

1,558,722 

1,578,753 

+ 

1 .3% 

1,649,054 

1,678,418 

+ 

1 .8% 

1 ,464.660 

1.520.558 

+ 

3.8% 

1,461.914 

1.659.642 

+ 

13.5% 

1.400,930 

1,578.264 

+ 

12.7% 

1.284.714 

1,526,651 

+ 

18.8% 

17,140,955 

18,155.409 

+ 

5.9% 
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SCHEDULED  AIRLINE  PASSENGERS 

ENPLANED  AND  DEPLANED  PASSENGERS 

PERCENTAGE 
MONTH 1992 1993 CHANGE 

JAN 

FEB 

MAR 

APR 

MAY 

JUN 

JUL 

AUG 

SEP 

OCT 

NOV 

DEC 

TOTAL 


CHARTER  AIRLINE  PASSENGERS 

ENPLANED  AND  DEPLANED  PASSENGERS 

PERCENTAGE 

MONTH 1992 1993  CHANGE 

JAN 

FEB 

MAR 

APR 

MAY 

JUN 

JUL 

AUG 

SEP 

OCT 

NOV 

DEC 

TOTAL 

SOURCES:  McCarran  International  Airport; 

Las  Vegas  Convention  and  Visitors  Authority 
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187,111 

227,933 

+  21.8% 

226,921 

290.104 

+  27.8% 

276.642 

321,377 

+  16.2% 

243,121 

314,997 

+  29.6% 

212,797 

266.622 

+  25.3% 

182,210 

215.331 

+  18.2% 

202,71 1 

243,866 

+  20.3% 

204,726 

239,858 

+  17.2% 

183,853 

233,439 

+  27.0% 

287,456 

329,659 

+  14.7% 

262,343 

261,096 

(-    0.5%) 

196.762 

236.158 

+  20.0% 

2,666,653 

3,180,440 

+  19.3% 
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YERMO  INSPECTION  STATION  TRAFFIC 

YERMO.  CALIFORNIA 

An  analysis  of  the  traffic  flow*  through  the  Yermo  Inspection  Station 
in  Southern  California  provides  a  barometer  of  the  traffic  pattern  along 
Interstate  15.  This  marketing  tool  can  be  utilized  to  study  the 
automobile  volume  from  the  Southern  California  area  to  Las  Vegas. 

The  following  chart  contains  the  traffic  volume  through  the  Yermo 
Inspection  Station  for  the  period  of  1984  through  1993. 


YEAR 


PERCENTAGE 

XL  VEHICLES 

CHANGE 

2,518,718 

+    2.1% 

2,596,633 

+    3.1% 

2,679,180 

+    3.2% 

2,908,674 

+    8.6% 

3,003,247 

+    3.3% 

3,444,577 

+  14.7% 

3,751,181 

+    8.9% 

3,757,233 

+    0.2% 

3,824,286 

+    1.8% 

3,943,857 

+    3.1% 

1984 
1985 
1986 
1987 
1988 
1989 
1990 
1991 
1992 
1993 


4,500.000 
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1984           1985           1986           1987           1988           1989           1990           1991            1992           1993 

*  Includes  both  automobiles  and  recreational  vehicles. 
SOURCES:  California  Department  of  Agriculture; 

Las  Vegas  Convention  and  Visitors  Authority 
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LAUGHLIN,  NEVADA 


VISITOR  VOLUME 

5,320,865  people  visited  the  Laughlin  area  during  the  calendar  year 
of  1993.  This  represents  an  increase  of  15.1%  over  the  same  time 
period  of  1992. 


MONTH 

JANUARY 

FEBRUARY... 

MARCH 

APRIL 

MAY 

JUNE 

JULY 

AUGUST 

SEPTEMBER 

OCTOBER 

NOVEMBER.. 
DECEMBER.. 
TOTAL 


PERCENTAGE 

1992 

1993 

CHANGE 

389,612 

424,586 

+     9.0% 

389,000 

433,488 

+  11.4% 

390,338 

458,718 

+   17.5% 

363,862 

440,588 

+  21.1% 

392,749 

446,213 

+   13.6% 

378,279 

441 ,465 

+   16.7% 

387.912 

451,650 

+   16.4% 

384,830 

462,090 

+  20.1% 

377,216 

428,854 

+   13.7% 

429,358 

496,431 

+   15.6% 

386,677 

429.523 

+   11.1% 

354,746 

407,259 

+   14.8% 

4,624,579 


5,320,865 


+   15.1% 


SOURCE:  Las  Vegas  Convention  and  Visitors  Authority 
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LAUGHLIN,  NEVADA 

OCCUPANCY  STATISTICS 

The  Las  Vegas  Convention  and  Visitors  Authority  has  conducted  an 
in-depth  marketing  research  study  on  room  occupancy  for  Laughlin, 
Nevada  during  1993.  The  results  of  the  study  are  as  follows: 

MONTH 

JANUARY 

FEBRUARY  

MARCH 

APRIL 

MAY 

JUNE 

JULY 

AUGUST 

SEPTEMBER 

OCTOBER 

NOVEMBER  

DECEMBER 

TOTAL 

•7778  sample  size  for  this  survey  represents  1 00%  of  the  total  hotel  rooms  available  in  Laughlin. 

GROSS  GAMING  WIN 


MONTH 1992 1993 

JANUARY $42,769,000  $46,577,000 

FEBRUARY $42,346,000  $43,919,000 

MARCH $47,114,000  $48,916,000 

APRIL $41,852,000  $45,814,000 

MAY $44,336,000  $47,517,000 

JUNE $38,970,000  $41,699,000 

JULY $40,775,000  $44,405,000 

AUGUST $40,283,000  $43,039,000 

SEPTEMBER $42,547,000  $44,442,000 

OCTOBER $45,209,000  $49,448,000 

NOVEMBER $42,586,000  $43,146,000 

DECEMBER $38,747,000  $40,900,000 

TOTAL $507,534,000  $539,822,000         +      6.4% 

SOURCE:  Las  Vegas  Convention  and  Visitors  Authority 
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1993  OCCUPANCY 

NET 

PERCENTAGE 

CHANGE 

85.6% 

(-    7.9) 

91 .7% 

(-    5.9) 

94.5% 

+    3.6 

96.1% 

+    7.8 

94.1% 

+    1.2 

96.3% 

+    3.2 

95.3% 

+    1.4 

97.7% 

+    4.7 

91.9% 

(-    1.3) 

91 .7% 

{-    2.5) 

81.7% 

(-    5.9) 

75.9% 

(-    1-3) 

90.8% 

{-    0.3) 

PERCENTAGE 

CHANGE 

+ 

8.9% 

+ 

3.7% 

+ 

3.8% 

+ 

9.5% 

+ 

7.2% 

+ 

7.0% 

+ 

8.9% 

+ 

6.8% 

+ 

4.5% 

+ 

9.4% 

+ 

1 .3% 

+ 

5.6% 
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1994  PROJECTIONS 


LAS  VEGAS  MARKET 


Based  upon  historical  data, 
projections  for  Las  Vegas: 

MARKETING  INDICATOR 

following  are  estimated  1994  visitor 

PERCENTAGE 
AMOUNT           CHANGE 

Tourism  Volume 
Convention  Attendance 

22.3  Million          +     7.2% 
2.8  Million          +  10.0% 

Total  Visitor  Volume 

25.1  Million          +     7.5% 

LAUGHLIN  MARKET 


Based  upon  historical  data, 
projection  for  Laughlin: 

MARKETING  INDICATOR 

following 

is  the  estimated  1994  visitor 

PERCENTAGE 
AMOUNT             CHANGE 

Total  Visitor  Volume 

5.9  Million 

+    12.0% 

SOURCE:  Las  Vegas  Convention  and  Visitors  Authority 
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LAS  VEGAS  CONVENTION  AND  VISITORS  AUTHORITY 
3150  Paradise  Road,  Las  Vegas,  Nevada  89109-9096 
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XIII.  International 


A.  Overview  The  potential  of  the  international  markeqilace  is  ripe  for  tourism.  With  increases 

in  visitation  from  almost  every  country.  Las  Vegas  must  continue  its  internation- 
al focus  as  it  steadily  climbs  in  awareness  as  a  preferred  destination.  Also,  the 
US.  doUar,  when  compared  to  foreign  currencies,  allows  the  rate  of  exchange  to 
become  more  appealing,  thereby  making  the  United  States  a  preferred  long-haul 
destination,  vrith  greater  interest  in  the  West 

Since  most  international  travel  to  the  United  States  is  captured  by  the  east  and 
west  coasts  and  Florida,  Las  Vegas  must  compete  as  a  port  of  origin  for  air  carri- 
ers bv  creating  a  demand  among  visitors  interested  in  the  Southwest 

Last  fiscal  year,  the  Tourism  Sales  Team  exceeded  goals  of  increasing  awareness 
by  hosting  26  familiarization  trips  from  Japan,  the  People's  Republic  of  China, 
Australia,  Germany,  Switzerland,  Austria,  France,  Hungary  and  England. 


B.   International  Las  Vegas  must  be  positioned  as  a  complete  resort  destination.  In  Japan,  for 

Positioning  and  example,  gaming  is  a  good  reason  to  visit,  but  increasing  awareness  of  attrac- 

Strategy  tions  within  and  near  Las  Vegas  should  be  emphasized  in  order  to  extend  the 

length  of  stay. 

While  international  advertising  and  sales  messages  may  differ  slightly  in 
approach,  the  LVCVA  strategy  to  increase  length  of  stay  is  to  show  that  Las  Vegas 
offers  everything  that  other  southwestern  destinations  offer.  Golf,  tennis,  worid- 
class  shopping,  theme  parks,  natural  wonders,  man-made  wonders  and  attrac- 
tions are  all  part  of  what  can  be  experienced  without  leaving  Las  Vegas. 

With  this  strategy  in  mind,  the  LVCVA  is  weU  positioned  to  increase  both  demand 
for  leisure  travel  as  well  as  open  new  market  segments  in  these  countries  such 
as  convention,  corporate  meetings  and  incentive  travel  With  the  assistance  of 
the  three  international  offices,  these  market  segments  and  continued  emphasis 
on  travel  trade  will  bring  Las  Vegas  into  the  forefront  of  both  consumers  and 
travel  professionals  abroad. 


Lai  Vegas  Convention  and  Hsiton  Authority  Marketing  Plan/Advertising  Program 
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A  more  concerted  effort  has  been  placed  in  Latin  America,  with  attendance  at 
various  trade  shows  in  Brazil,  Argentina  and  Venezuela.  These  markets  are 
looking  for  new  destinations  in  the  west  and  the  LVCVA  will  take  advantage  of 
this  opportunity. 

In  addition,  the  scope  of  marketing  efforts  directed  toward  the  Pacific  Rim  will 
increase  as  new  markets  segments  such  as  convention,  meetings  and  incentive 
are  opened  and  new  cities  are  approached. 


C.   International  •     Gauge  emerging  markets,  and  evaluate  effectiveness  of  our  mariiet- 

Objectives  ing  plan. 

Augment  tourism  with  increased  business  within  the  international 
corporate  and  incentive  market  segments. 

Increase  new  business  by  refocusing  Las  Vegas  to  include  other 
attractions  while  continuing  to  emphasize  the  attraction  of  gaming  as 
legitimate  entertainment 

Expand  marketing  efforts  into  the  new  Eastern  bloc  markets. 

Increase  awareness  of  the  diversity  of  Las  Vegas  among  charter  oper- 
ators and  tour  operators. 

Increase  top-of-the-mind  awareness  in  other  Japanese  cities  while 
maintaining  sales  efforts  in  Tokyo,  Hong  Kong  and  Seoul. 


D.    International  The  following  activities  will  be  implemented  or  initiated  as  part  of  the  intema- 

Plan  tional  FY  1993-94  marketing  plan: 


1.  Advertising  Based  on  recommendations  from  the  foreign  office  managers,  the  LVCVA  will 

purchase  international  travel  ti^de  publications  as  well  as  selected  meeting  and 
incentive  publications.  In  addition  to  media  insertions,  travel  agent  promotions 
and  listings  will  become  more  a  part  of  the  media  mix  this  year. 
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While  maintaining  the  overall  positioning  statement  of  defining  Las  Vegas  as  a 
world-class,  fiill  service  resort  destination,  messages  will  be  tailored  slightly 
according  to  each  international  market. 

Japan  -  Messages  will  build  Las  Vegas  and  Nevada  as  alternative 
destinations  of  the  Southwest  for  sun,  goU  shopping,  gaming  excite- 
ment and  attractions.  The  objective  is  to  get  Japanese  travel  profes- 
sionals to  call  Japan  Center  Company  for  more  information  about 
Las  Vegas  and  Nevada  while  still  enticing  them  to  lengthen  client's 
stay  in  Las  Vegas  and/or  make  Las  Vegas  the  point  of  origin. 

GermEiny  -  Messages  will  build  Las  Vegas  as  an  alternative  destina- 
tion of  the  Southwest  Advertisements  wiU  entice  German  travel  pro- 
fessionals and  tour  operators  to  1)  include  Las  Vegas  in  long-haul 
packages;  2)  make  Las  Vegas  the  point  of  origin  over  Los  Angeles; 
and  3)  increase  the  length  of  stay  for  travelers  from  Germany. 
Readers  are  directed  to  call  AerotrafBc  for  more  information  on  Las 
Vegas.  Outdoor  recreation  (hiking,  biking,  horseback  riding  etc.), 
entertainment,  weddings,  gaming  amusement/theme  parks  and  sim 
are  most  important  to  the  German  visitor. 

UJCyireiand  -  Messages  will  build  Las  Vegas  and  Nevada  as  an  alter- 
native destination  of  the  Southwest  Advertisements  will  entice  U.R 
and  Ireland  travel  professionals  and  toiir  operators  to  1)  include  Las 
Vegas  in  long-haul  packages;  2)  make  Las  Vegas  the  point  of  origin 
over  Los  Angeles;  and  3)  increase  the  length  of  stay  for  travelers  from 
the  {]£..  and  Ireland.  Readers  are  directed  to  call  Cellet  TVavel 
Services  for  more  information  on  Las  Vegas  and  Nevada.  Outdoor 
recreation  (hiking,  biking,  horseback  riding,  skiing)  stage  production 
shows/international  singers  and  gaming ,  shopping,  golf,  amuse- 
ment/theme parks  and  sun  are  most  important  to  the  British  and 
Irish  visitor. 


2.  USTTA  As  part  of  the  United  States  Tour  and  TVavel  Administration's  international  coop- 

erative advertising  program,  the  LVCVA  will  advertise  in  several  publications 
which  promote  the  Unites  States  to  key  international  markets. 
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Some  publications  will  be  directed  toward  travel  professionals  abroad,  others 
promote  to  consumers  in  order  to  create  the  demand.  Countries  targeted  this 
year  include  Germany,  Australia,  Canada,  Japan,  Italy,  Latin  America  and  South 
America. 

Messages  to  travel  professionals  in  these  countries  will  be  similar  to  those 
domestically:  "Promise  them  the  world.  And  deliveif  Translations  may  occur 
when  necessary. 

Messages  targeted  to  consumers  will  be:  "See  more  in  a  day  than  you  can  dream 
in  a  lifetime."  Again,  reinforcing  the  amount  and  variety  of  things  to  do  in  Las 
Vegas. 


3.  Collateral  Brochures  and  sales  material  in  foreign  languages  have  increased  in  importance 

as  the  LVCVA  branches  into  new  markets.  The  following  collateral  will  be  devel- 
oped to  assist  in  the  international  sales  and  marketing  effort: 

•  Las  Vegas  Area  Map  (Spanish,  German,  Italian,  Japanese,  French, 
Chinese) 

•  Japanese  Gaming  Guide 

•  Convention/Meeting/Incentive  Brochure  (Japanese  and  English) 

•  Tourism  Film  (Spanish,  German,  Italian,  Japanese,  French, 
Taiwanese,  Cantonese,  Chinese) 

•  Press  Kits 


4.  Trade  Shows         The  International  Sales  Team  plans  to  attend  the  following  international  trade 

shows  during  FY  1993-94: 

•  Brazil  Association  of  Brazilian  TVavel  Agents  on  August  15-19, 1993, 
held  in  Parova,  Brazil 

•  La  Cumbre  on  August  3 1-September  2, 1993,  held  in  Miami,  Florida. 

•  POW  WOW  Europe  on  September  7-1 1, 1993,  held  in  Hamburg, 
Germany. 

•  Argentine  TVavel  Agent  Association  on  October  3-10, 1993,  held  in 
Buenos  Aires,  Argentina. 
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5.  New  Markets 


World  TVavel  Market  on  November  15-18, 1993,  held  in  London, 

England. 

International  Meeting  Expo  on  November  22-26, 1995,  held  in 

Yokohama,  Japan. 

Japan  Association  of  Travel  Agents  on  November  29-December  3, 
1995,  held  in  Tokyo,  Japan. 

International  lyavel  Fair  on  December  6-12  1993,  held  in  Taipei, 
Taiwan. 

Governor's  Conference  on  Tourism  on  December  11-13, 1993,  held  in 
Reno,  Nevada. 

Reiselev  on  January  13-16, 1994,  held  in  Oslo,  Nonvay. 

Holiday  World  Travel  Fair  on  January  19-23, 1994,  held  in  Dublin, 
Ireland. 

Expo  Vacacdones  in  February  1994,  held  in  Me.\ico  City,  Mexico. 

Boursa  Internationale  "Rirismo  on  February  22-27, 1994,  held  in 
Milan,  Italy. 

ITB  on  March  5-10, 1994,  held  in  Berlin,  Germany 

CUBE  on  March  15-17, 1994,  held  in  London,  England. 

Destino  USA  in  March  1994,  held  in  Brazil/Argentina. 

POW  WOW  on  May  22-25, 1994,  held  in  Miami,  Rorida. 

Visit  USA  in  May  1994,  held  in  Caracas,  Venezuela. 

InterTour  in  June  1994,  held  in  Hong  Kong. 

Additional  trade  shows  in  the  new  emerging  Eastern  block  mariiets  will  also  be 
investigated  for  this  year  and  future  participation. 


The  foreign  offices  will  be  used  as  a  base  to  develop  new  markets.  Using  the  exist- 
ing tourism  base,  the  LVCVA  will  branch  out  to  include  those  divisions  of  existing 
tour  wholesalers  who  deal  with  corporate  and  incentive  marketing.  This  will 
require  using  contacts  in  companies  such  as  Japan  TVavel  Bureau  and  applying 
existing  corporate  and  incentive  marketing  activities  to  JTB's  other  divisions. 


Las  Vtgas  Comxntion  and  Kuirora  Authority'  Marketing  Plan/Advertising  Pmgram 
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6.  Familiarization 
Tours 


7.  Airiine 
Communications 


8.  Sales 
Presentations 


9.  Foreign  Offices 


The  International  Sales  Team  will  increase  personal  contacts  in  areas  such  as 
The  People's  Republic  of  China  and  Singapore.  The  PRC  already  has  a  presence 
in  Las  Vegas  through  various  economic  development  projects. 

And  finally,  the  emergence  of  the  Eastern  bloc  countries  will  be  analyzed  for 
future  sales  and  marketing  efforts. 

Direct  mail  programs  and  in-person  visits,  in  conjunction  with  the  overseas 
ofBces  will  target  major  tour  and  incentive  agencies  inviting  them  to  participate 
in  familiarization  tours.  Also,  international  tour  operators  and  key  international 
airline  executives  will  be  invited  to  participate  in  Las  Vegas  sporting  activities. 

The  LVCVA  will  prepare  a  specially  designed  video  for  those  charter  airlines  who 
have  expressed  an  interest  in  flying  nonstop  to  Las  Vegas.  Major  tour  operators 
will  be  invited  to  these  presentations. 

A  special  airport  committee  comprised  of  airport  staff  and  the  International 
Team  will  continue  lines  of  communications  with,  and  a  provide  a  steady  flow  of 
current  information  to,  key  airline  executives.  This  will  be  done  so  that  when 
new  destinations  are  considered.  Las  Vegas  will  be  at  the  top  of  the  list 
Additionally,  the  LVCVA  will  approach  top  decision  makers  of  these  companies 
seeking  their  support  for  nonstop  service  to  Las  Vegas. 

The  LVCVA  will  also  reinforce  direct  airline  participation  through  subsidiary 
travel  companies  by  increasing  presentations  and  by  widening  the  scope  of  activ- 
ity within  the  Pacific  Rim  countries. 


More  "in  person"  sales  calls  will  be  made  in  cities  such  as  Osaka,  Kyoto  and 
Sapporo  and  to  the  offices  of  the  major  tour  operators  in  Europe  to  convince 
them  of  Las  Vegas'  continued  interest  in  their  business. 


Offices  in  Japan,  Germany  and  Great  Britain  will  become  part  of  the  total  team 
concept  Managers  of  these  offices  will  be  approached  in  decision-making  in 
order  to  better  analyze  trends  and  sales  and  marketing  opportunities  available  in 
their  respective  countries. 


Las  Vegca  CoFwenaon  and  yisitors  Authority  Marketing  PUm/Aikenaing  Progrtan 
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Information  Submitted  to  the 

Subcommittee  on  Procurement, 

Taxation  and  Tourism 

March  14, 1994 


Summary  Testimony  by  Manuel  J.  Cortez,  President  of 
the  Las  Vegas  Convention  and  Visitors  Authority 

Las  Vegas  •  Laughlin  1993  Summary 
10  Year  Review 


International  Visitor  Statistics 

Las  Vegas  Convention  and  Visitors  Authority 
1993-1994  International  Marketing  Plan/ 
Advertising  Program 
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Distinguished  Subcommittee  Members: 

I  am  Manuel  J.  Cortez,  president  and  CEO  of  the  Las 
Vegas  Convention  &  Visitors  Authority.  The  LVCVA's 
principle  mission  is,  simply  put,  to  attract  visitors  to 
Clark  County.. .of  which  Las  Vegas  is  the  largest  city. 

In  addition  to  our  comprehensive  marketing, 
advertising  and  public  relations  programs,  we  work 
closely  with  the  Southem  Nevada  resort  industry,  the 
Nevada  Commission  on  Tourism,  the  United  States 
Travel  and  Tourism  Administration,  as  well  as  with  a 
broad  spectrum  of  domestic  and  international  leisure 
and  business  travel  groups,  to  market  Las  Vegas 
throughout  the  United  States  and  the  world. 

Comprehensive  visitor  statistics  and  other  backup 
information  are  included  in  the  written  material  I  have 
submitted. 
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However,  1  would  like  to  highlight  some  of  this 
information  for  you  now  in  order  to  underscore  the 
importance  of  the  international  marketplace  to  Las 
Vegas. 

In  1993,  23.5  million  people  visited  Las  Vegas  and 
3.5  million  of  them,  or  14.8  percent,  were  international 
visitors.  These  international  visitors  had  a  combined 
gaming  and  non-gaming  impact  of  1.5  billion  dollars  on 
the  Las  Vegas  economy. 

As  a  comparison,  in  1987,  the  number  of  international 
visitors  to  Las  Vegas  totaled  1 .3  million  people,  or 
8  percent  of  our  total  16.2  million  visitor  market.  The 
combined  international  economic  impact  was  469,000 
dollars. 

While  the  number  of  both  domestic  and  international 
visitors  has  grown  tremendously,  the  international 
market  is  increasing  at  a  faster  rate. 
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During  the  five  year  period  from  1988  to  1992, 
international  travel  grew  at  an  average  of  12.5  percent 
per  year,  while  overall  visitation  grew  at  an  average  of 
6.2  percent  per  year 

To  give  you  an  idea  of  where  our  foreign  visitors  are 
coming  from,  in  1992  our  top  five  international  markets 
were  Canada  with  1 .25  million  visitors;  Germany  with 
213,000  visitors;  Japan  with  157,000  visitors;  the 
United  Kingdom  with  138,000  visitors;  and  Mexico  with 
1 1 7,000  visitors. 

These  markets  have  been  our  top  five  markets  for  the 
past  10  years.  However,  we  also  target  travelers  from 
South  America,  Italy,  France,  Australia,  the  Pacific  Rim 
and  the  Scandinavian  countries. 

As  these  numbers  reflect,  International  visitors  are  an 
important  market  for  us,  one  we  are  not  taking  lightly. 
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And  with  a  tourism-based  economy,  Las  Vegas'  growth 
and  prosperity  is  inextricably  linked  to  a  healthy  and 
steady  visitor  volume  of  both  domestic  and 
international  visitors. 

In  addition  to  the  visitor  revenue  figures,  the  following 
statistics  underscore  the  importance  of  tourism  to  Las 
Vegas'  economy. 

According  to  the  Nevada  Employment  Securities 
Division,  by  the  end  of  1993, 138,000  people  were 
directly  employed  by  gaming,  hotel  and  recreation  in 
Clark  County. 

These  jobs  comprise  30  percent  of  the  workforce, 
making  tourism  the  largest  employer  here  as  well  as  in 
the  rest  of  Nevada.  The  retail  sector  is  Clark  County's 
next  largest  employer  at  17  percent  with  68,000 
people. 
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It  is  important  to  note  that  30  percent  figure  does  not 
include  the  thousands  of  ancillary  jobs,  like 
construction,  that  have  been  created  to  sustain  a 
growing  tourism-based  economy. 

Additionally,  for  every  tourism  dollar,  which  includes 
direct  expenditures  on  gaming,  food,  room,  retail 
purchases,  entertainment  and  sightseeing,  an 
additional  42  cents  is  spent  on  related  services. 

As  you  know,  the  Las  Vegas  area  is  one  of  the  fastest 
growing  metropolitan  areas  in  the  country.  We  still 
have  3,500  people  moving  here  every  month.  Our 
current  population  is  more  than  900,000;  a  decade 
ago,  there  were  612,000  people  here. 

The  prosperity  of  the  city  has  mirrored  the  growth  of 
Las  Vegas  as  a  world-class  vacation  and  meeting 
destination. 
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As  I  Stated  earlier,  the  goal  of  the  Las  Vegas 
Convention  &  Visitors  Authority  is  to  bring  visitors  to 
Las  Vegas  and  Southern  Nevada. 

And  over  the  years,  we  have  increased  and  refined  our 
efforts  to  achieve  that  goal.  Those  efforts  include  our 
International  marketing  program. 

In  fact,  our  94-95  marketing  budget  will  increase  to 
enable  us  to  sell  Las  Vegas  even  more  aggressively  to 
potential  foreign  visitors. 

Now  I  would  like  to  briefly  outline  some  of  our  efforts  to 
attract  international  visitors. 

These  Include  positioning  Las  Vegas  as  part  of  a 
multiple  destination  trip  to  entice  foreign  business  and 
leisure  travelers  to  spend  a  few  days  here. 

This  strategy  takes  advantage  of  our  proximity  to  cities 
such  as  Los  Angeles,  San  Francisco  and  Phoenix  that 
have  direct  non-stop  international  air  sen/ice. 
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We  have  also  positioned  Las  Vegas  as  the  "Gateway 
to  the  Grand  Canyon"  as  it  Is  one  of  the  major 
attractions  bringing  foreign  travelers  to  the  Southwest 
United  States. 

So  again,  because  of  our  proximity  --  only  45  minutes 
by  air  -  combining  an  excursion  to  the  Grand  Canyon 
with  a  trip  to  Las  Vegas  is  the  perfect  way  to  market 
this  area. 

To  achieve  a  higher  presence  in  our  target  markets, 
we  have  established  satellite  offices. 

Our  foreign  offices  are  located  In  London,  serving  the 
United  Kingdom  and  Ireland;  Munich,  serving  Germany 
and  the  other  European  countries;  and  Tokyo,  serving 
Japan  and  the  Pacific  Rim  countries. 
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Our  international  staff  works  with  retail  travel  agents 
and  with  travel  wholesalers  to  make  sure  Las  Vegas  is 
Included  in  all  packages  to  the  United  States, 
especially  those  directed  toward  the  West  Coast. 

And  they  also  work  with  foreign  corporate  and 
incentive  groups.  This  segment  has  tremendous 
potential  as  foreigners  perceive  Las  Vegas  to  be  an 
exciting  and  value  priced  destination. 

Another  component  of  our  international  marketing  plan 
includes  making  sure  members  of  the  airline  industry 
are  aware  of  the  intemational  demand  for  Las  Vegas. 

Additionally  we  have  been  coordinating  efforts  with 
local  airport  representatives  and  airline  officials  to  bring 
non-stop  international  scheduled  airline  service  to  Las 
Vegas. 
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In  fact,  a  joint  committee,  the  Joint  Air  Service  Task 
Force,  made  up  of  representatives  of  the  Las  Vegas 
Convention  and  Visitors  Authority  and  Las  Vegas' 
McCarran  International  Airport,  has  been  formed  to 
carry  out  this  goal. 

We  also  invite  representatives  of  the  major  tour  and 
incentive  agencies  to  participate  in  familiarization  tours 
here  so  they  get  to  experience  Las  Vegas  first-hand. 

And  we  work  with  foreign  trade  and  consumer  press 
as  Las  Vegas  benefits  greatly  from  the  international 
exposure  it  receives. 

Because  of  its  uniqueness  and  the  many  noteworthy 
events  that  happen  here,  the  city  is  continually  in  the 
national  and  international  spotlight.  This  exposure  is 
invaluable  because  it  keeps  the  awareness  of  Las 
Vegas  high. 
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Additionally  we  are  increasing  our  marketing  efforts  in 
Mexico  and  South  America.  Because  with  the  passage 
of  NAFTA,  we  expect  to  see  growth  In  the  number  of 
middle-class  travelers  as  a  result  of  increased  jobs  and 
business  opportunities  with  the  United  States. 

Our  94-95  budget  for  this  market  includes  attending 
more  trade  shows,  working  with  the  USTTA,  and 
conducting  research  to  gather  Information  which  will 
help  us  more  effectively  position  Las  Vegas  to 
consumers,  retail  travel  agents  and  travel  wholesalers. 

And  members  of  our  international  sales  teams  attend 
international  trade  shows  such  as  ITB,  BIT,  JATA,  TIA 
POW-WOW,  World  Travel  Mart,  International 
conventions  and  city  market  presentations  held  in  a 
various  countries  to  sell  Las  Vegas; 
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And  we  coordinate  our  international  marketing  and 
advertising  efforts  with  the  United  States  Travel  and 
Tourism  Association  to  take  advantage  of  the 
organization's  foreign  market  expertise. 

We  also  prepare  materials,  including  press  kits,  ads 
and  brochures,  in  foreign  languages.  Many  hotels 
provide  various  foreign  language  services  as  well; 

Finally,  with  the  evolution  of  Las  Vegas  from  a  dusty 
railroad  stop  in  its  early  years  to  where  we  are  today, 
we  have  positioned  our  city  as  a  complete  value- 
oriented  full  resort  destination. 

And  it  is.  Las  Vegas  is  unsurpassed  when  you 
consider  ail  its  amenities,  whether  gaming, 
entertainment,  accommodations,  attractions,  dining, 
recreation,  special  events,  convention  facilities  or 
climate. 
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However,  despite  the  marketing  efforts  I've  just 
outlined,  it  is  important  to  note  the  following: 

Las  Vegas  Is  the  only  Top  10  choice  among  foreign 
travelers  that  is  not  a  "gateway  city"  or  a  city  with  direct 
non-stop  scheduled  international  airline  service 

This  makes  it  more  difficult  for  international  visitors  to 
travel  to  Las  Vegas  because  of  their  various  layovers. 
It  also  limits  our  ability  to  substantially  increase  our 
number  of  foreign  visitors. 

And  it  also  means  Las  Vegas  Is  a  destination  of  choice 
because  international  visitors  still  want  to  travel  here 
despite  the  inconveniences  associated  with  non-direct 
flights. 
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Now  here's  why  we  need  your  support. 

Bilateral  air  services  agreements  are  the  key  to 
securing  International  service.  Currently,  there  are  few 
of  these  agreements  which  allow  new  cities  such  as 
Las  Vegas  to  obtain  foreign  air  service. 

One  possible  way  for  Las  Vegas  to  receive 
international  air  service  is  through  the  "underserved 
cities  program"  or  the  "cities  program"  where  a  foreign 
carrier  may  apply  for  an  exemption  to  the  bilateral 
agreement  to  provide  air  sen/ice  to  a  city  not  already 
served  by  a  US  carrier.  Few  cities  have  obtained 
service  this  way.  We  also  need  support  in  this  area. 

However,  a  major  road  block  has  been  the  failure  of  the 
federal  government  to  negotiate  workable  bilateral 
agreements  with  those  foreign  countries  interested  in 
serving  Nevada. 
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Additionally  we'd  like  your  support  In  making  it  easier 
for  people  to  travel  here  with  entry/exit  visas; 

And  finally,  providing  adequate  nnarketing  dollars  to  the 
USTTA  which  will  enable  the  organization  to  effectively 
market  the  United  States  throughout  the  world. 

In  conclusion,  intemational  tourism  will  continue  to  be 
an  essential  component  of  our  overall  visitor  mix,  and 
an  important  focus  of  our  marketing  efforts  to  ensure 
that  Las  Vegas  retains  its  position  as  one  of  the  world's 
premier  tourism  destinations. 

Thank  you  for  allowing  me  to  testify  before  your 
committee. 
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LAS  VEGAS 


HcCARKAN  INmNATIONAL  AIRPORT 


Department  of  Aviation 


Robert  N.  Broadbent 

DIRECTOR  Of  AVWTION 
PoiUlBoi  11005 

Las  Vegas.  NV  891  n-IOOS 

(702)261-5211 
Fu  (702)  79M591 
or  (702)  597-9553 


TESTIMONY  OF 

JOHN  D.  HANKS,  ASSISTANT  DIRECTOR 

CLARK  COUNTY  DEPARTMENT  OF  AVIATION 

AND 

CHAIRMAN,  TOURISM  AND  BUSINESS  DEVELOPMENT  COUNCIL 

OF  SOUTHERN  NEVADA 

BEFORE 

THE  HOUSE  SUBCOMMITTEE  ON  PROCUREMENT,  TAXATION  AND  TOURISM 

HONORABLE  JAMES  BILBRAY,  CHAIRMAN 

MARCH  14,  1994 

US  VEGAS  CONVENTION  CENTER 


daik  County  Board  o(  Commlntoaeri 

Jay  BIngtum,  Clulmun  •  Don  Sdileslnger,  Vice  Chalnnan 
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Donald  L  •Paf  Shalmy,  County  Manager 


187 


TESTIMONY  OF  JOHN  HANKS.  ASSISTANT  DIRECTOR, 

CLARK  COUNTY  DEPARTMENT  OF  AVIATION.  AND 

CHAIRMAN.  TOURISM  AND  BUSINESS  DEVELOPMENT  COUNCIL  OF  SOUTHERN  NEVADA, 

BEFORE  THE  HOUSE  SUBCOMMITTEE  ON  PROCUREMENT,  TAXATION  AND  TOURISM 

MARCH  14,  1994 


MR.  CHAIRMAN  AND  MEMBERS  OF  THE  SUBCOMMITTEE: 


MY  NAME  IS  JOHN  HANKS.  I  AM  THE  ASSISTANT  DIRECTOR  OF  AVIATION  FOR 
COMMUNICATIONS  FOR  THE  CLARK  COUNTY  DEPARTMENT  OF  AVIATION/MCCARRAN 
INTERNATIONAL  AIRPORT. 

THANK  YOU  FOR  INVITING  ME  TO  TESTIFY  TODAY  IN  THIS  IMPORTANT  HEARING  ON 
THE  GROVVTH  AND  DEVELOPMENT  OF  TOURISM  IN  NEVADA. 

MY  ROLE  AT  MCCARRAN  AIRPORT  IS  DIRECTOR  OF  THE  COMMUNICATIONS 
DIVISION,  WHICH  INCLUDES  MARKETING.  ECONOMIC  DEVELOPMENT.  PUBLIC 
INFORMATION,  AND  AIRPORT  SERVICES. 

BUT  I  ALSO  COME  BEFORE  YOU  TODAY  AS  CHAIR  OF  THE  TOURISM  AND  BUSINESS 
DEVELOPMENT  COUNCIL  OF  SOLTTHERN  NEVADA,"  AN  INFORMAL  COMMITTEE  RECENTLY 
FORMED  TO  HELP  BOOST  SOUTHERN  NEVADA'S  ECONOMY  IN  SUPPORT  OF  NEW  AIR 
SERVICE. 

IN  MY  POSITION  AT  MCCARRAN,  I  HAVE  THREE  MAJOR  GOALS:  1)  TO  MAINTAIN 
PUBLIC  AWARENESS  AND  SUPPORT  THROUGH  THE  NEWS  MEDIA  AND  POSITIVE 
COMMUNIPC  RELATIONS;  2)  TO  PROVIDE  GOOD  CUSTOMER  SERVICE  TO  THE  MORE  THAN 
80,000  PASSENGERS  TRAVERSING  THE  AIRPORT  DAILY;  AND  3)  TO  DRIVE  A  SERIOUS, 
FOCUSED  EFFORT  AT  MARKETING  MCCARRAN  INTERNATIONAL  AIRPORT  AS  WHAT  WE 
HAVE  COINED.  THE  NEW  AMERICAN  GATEWAY." 
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AS  I  HOPE  YOU  KNOW,  MR.  CHAIRMAN,  THE  FIRST  TWO  GOALS  ARE  ACCOMPUSHED 
DAILY  -  GOOD  NEWS  AND  GOOD  SERVICE.  MCCARRAN  AJRPORT  ENJOYS  UNEQUALED 
COMMUNITY  AND  POLITICAL  SUPPORT 

MCCARRAN  IS  CURRENTLY  THE  1 5TH  BUSIEST  AIRPORT  IN  THE  COUNTRY  AND  25TH 
IN  THE  WORLD.  NEARLY  22.5  MILLION  PASSENGERS  CAME  AND  WENT  AT  MCCARRAN  LAST 
YEAR...MOST  OF  THEM  TOURISTS. 

LAS  VEGAS  IS  THE  7TH  MOST  POPULAR  DESTINATION  FOR  FOREIGN  VISITORS  TO 
THE  UNITED  STATES,  AND  THE  ONLY  ONE  IN  THE  TOP  TEN  THAT  DOES  NOT  HAVE  NON- 
STOP OVERSEAS  AIR  SERVICE.  INCREDIBLE  NUMBERS  OF  FOREIGN  VISITORS  ALREADY 
COME  HERE  THROUGH  TRADITIONAL  GATEWAYS  --  L.A.,  SAN  FRANCISCO,  CHICAGO,  NEW 
YORK.  MIAMI,  AND  EVEN  ORLANDO. 

THAT  BRINGS  UP  MY  THIRD  CHARGE  --  MARKETING.  IN  1990,  WE  BEGAN  AN 
EARNEST  EFFORT  TO  ATTRACT  NEW  AIR  SERVICE  TO  LAS  VEGAS  TO  ACCOMMODATE  THE 
GROWTH  WE  KNEW  WAS  COMING.  WE  BEGAN  WITH  THE  LONG  STANDING  PREMISE  THAT 
IN  LAS  VEGAS,  TOURISM  IS  THE  ENGINE  THAT  DRIVES  OUR  ECONOMY.  WE  KNEW  THAT 
INVOLVING  THE  WORLD'S  TOUR  OPERATORS  -  THE  PEOPLE  WHO  FILL  THE  PLANES  WITH 
TOURISTS  --  WOULD  BE  KEY  TO  OUR  SUCCESS. 

SO  WE  JOINED  FORCES  WITH  THE  LAS  VEGAS  CONVENTION  AND  VISITORS 
AUTHORITY  --  TOURISM  EXPERTS  --  TO  MAKE  CALLS  ON  FOREIGN  AIRUNES  AND  SEE  WHAT 
THE  MARKET  MIGHT  BE  FOR  DIRECT  SERVICE.  WE'VE  MET  AND  CONTINUE  TO  MEET  WITH 
AIRLINES  AND  TOURISM  AND  CARGO  INTERESTS  IN  EUROPE,  ASIA.  MEXICO.  SOUTH 
AMERICA,  AND  ALL  AROUND  THE  UNITED  STATES.  IN  THE  PROCESS.  WE  DISCOVERED 
SOME  GOOD  NEWS  AND  BAD  NEWS. 
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THE  GOOD  NEWS  WAS  THAT  "LAS  VEGAS"  NEEDS  NO  INTRODUCTION  ANYWHERE 
IN  THE  WORLD.  OUR  TOURISM  AND  ECONOMIC  DEVELOPMENT  INTERESTS  IN  NEVADA 
HAVE  DONE  A  MAGNIFICENT  JOB  OF  GLOBAL  AWARENESS.  EVERYBODY  KNOWS  LAS 
VEGAS.  THE  BAD  NEWS  IS  THAT  EVERYBODY  KNOWS  LAS  VEGAS  BY  THE  TRADITIONAL 
"THREE-G'S"  -  "GLITZ,  GAMBLING,  AND  GIRLS"  --  AND  NOW  A  FOURTH  "G",  THE  "GRAND 
CANYON."  THAT  INCLUDES  THE  AIRLINE  EXECUTIVES,  WHO  ARE  SEASONED  WORLD 
TRAVELERS.  THEY  GENERALLY  HAD  NO  IDEA  LAS  VEGAS  MCCARRAN  AIRPORT  HAD  THE 
SCOPE  OF  INTERNATIONAL  CAPABILITY  WE  HAVE. 

SO  IT  WAS  WITH  GREAT  ENTHUSIASM  THAT  IN  1991  WE  HIRED  A  FULL-TIME 
MARKETING  MANAGER  AND,  IN  1992,  AN  AIRLINE  CONSULTANT,  AND  BEGAN  EDUCATING 
THE  WORLD'S  AIRLINES.  THEY  ARE  NOW  COMING  TO  KNOW  THAT  YES,  WE  ARE  A 
DESIGNATED  CLASS  "A"  PORT  OF  ENTRY,  WE  HAVE  24-HOUR  CUSTOMS  AND  IMMIGRATION 
SERVICE,  WE  HAVE  WORLD  CLASS  RUNWAYS  AND  ALL  OTHER  AIRPORT  FACILITIES, 
INCLUDING  AN  INTERNATIONAL  AIR  CARGO  CENTER  RIVALING  ANY  IN  THE  WORLD.  WE 
ARE  INDEED  THE  "NEW  AMERICAN  GATEWAY." 

ATTHAT  POINT  WE  FORMALIZED  OUR  RELATIONSHIP  WITH  CONVENTION  AUTHORITY 
IN  WHAT  WE  NOW  CALLTHE"JOINTAIR  SERVICE  TASK  FORCE."  UNDER  THAT  AGREEMENT, 
WE  SHARE  THE  OBJECTIVE  OF  ATTRACTING  NEW  AIR  SERVICE,  BOTH  FOREIGN  AND 
DOMESTIC.  THE  AIRPORT  STAFF'S  EXPERTISE  IS  CALLED  INTO  PLAY  WHEN  AN  AIRLINE 
BEGINS  CONSIDERATION  FOR  SERVICE,  AND  THE  CONVENTION  AUTHORITY  STAFF  WORKS 
WITH  THE  TOURISM  ENTITIES  WHO  ARE  SO  VITAL  IN  PUTTING  PEOPLE  ON  THE  AIRPLANES. 
IN  SOME  CASES,  WE  MAKE  A  JOINT  PRESENTATION  UP  FRONT  TO  AN  AIRLINE,  AS  WE  HAVE 
DONE  IN  SEVERAL  ONGOING  NEGOTIATIONS  IN  EUROPE  AND  MEXICO. 

AN  INTERESTING  DILEMMA  BECAME  EVIDENT  AS  OUR  MARKETING  EFFORT 
DEVELOPED.  ITS  CALLED  "PASSENGER  YIELD."  PUT  SIMPLY,  YIELD  IS  THE  GROSS 
AMOUNT  OF  MONEY  AN  AIRLINE  COLLECTS  PER  PASSENGER  PER  MILE.  THE  YIELD  IS  THE 
FACTOR  AT  WHICH  AIRLINE  EXECUTIVES  LOOKTHE  CLOSEST  WHEN  CONTEMPLATING  NEW 
ROUTES  OR  REASSIGNING  EXISTING  ONES. 
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ON  THE  AVERAGE,  A  U.S.  CARRIER'S  YIELD  IS  CURRENTLY  AROUND  1 1  CENTS  PER 
PASSENGER  MILE.  IN  LAS  VEGAS,  THE  AVERAGE  YIELD  IS  CLOSER  TO  8  CENTS,  FULLY  A 
THIRD  LESS  THAN  THE  NATIONAL  AVERAGE..LOWER  THAN  THE  ACTUAL  COST  OF  THE 
SEAT  MILE  FOR  MOST  AIR  CARRIERS. 

THE  REASON  HAS  TO  DO  WITH  THE  NATURE  OF  LAS  VEGAS.  THIS  IS  A  POPULAR 
TOURIST  DESTINATION  WHICH  GENERATES  LOTS  OF  TOUR  GROUPS  AND  INDIVIDUALS 
WITH  DISCOUNT  PACKAGES-THE  MEAT  AND  POTATOES  OF  THE  RESORT  BUSINESS-AND 
LOTS  OF  FREQUENT  FLIER  TICKETS. 

THE  ABNORMALLY  LOW  YIELD  FACTOR  CREATES  ABNORMALLY  HIGH  LOAD 
FACTORS  FOR  THE  AIRLINES.  SIMILAR  TO  THE  HOTEL  OCCUPANCY  RATE,  AN  AIRLINES 
LOAD  FACTOR  CONSISTS  OF  THE  AVERAGE  PERCENTAGE  OF  SEATS  FILLED  ON  ALL  THEIR 
FLIGHTS.  WHILE  THE  NATIONAL  AVERAGE  LOAD  FACTOR  HOVERS  IN  THE  MID-60'S, 
CARRIERS  SERVING  LAS  VEGAS  REPORT  AVERAGES  IN  THE  BO'S. 

IN  OTHER  WORDS,  MORE  PEOPLE  FLY  TO  LAS  VEGAS.  BUT  THEY  PAY  LESS  TO  DO 
IT.  SO  THERE  IS  A  NATURAL  RELUCTANCE  ON  THE  PART  OF  AIRUNES  TO  ASSIGN 
ADDITIONAL  OR  LARGER  AIRCRAFT  AND  RESOURCES  TO  LAS  VEGAS. 

ONE  OBVIOUS  WAY  TO  INCREASE  YIELD  IS  FOR  THE  TOURISM  PLAYERS  TO  RAISE 
COSTS.  HOWEVER,  THE  NEARLY  UNIVERSAL  MARKETING  PRESSURE  IN  TOURISM  IS  KEEP 
COSTS  LOW.  THE  OTHER  ALTERNATIVE  IS  TO  FOCUS  ON  INCREASING  THE  MORE 
FLEXIBLE  AND  TRADITIONALLY  MORE  LUCRATIVE  TYPE  OF  CUSTOMER.  THE  BUSINESS 
TRAVELER  AND  HIS  COUSIN.  CARGO  TRAFFIC. 

THAT  OPENED  UP  LITERALLY  A  WORLD  OF  POSSIBILITIES.  NOW  WE  WERE  NOT 
ONLY  CONCERNED  WITH  CONVINCING  CARRIERS  TO  BRING  MORE  TOURISTS.  WE  ALSO 
TURNED  OUR  ATTENTION  TO  THE  "HIGH  YIELD"  BUSINESS  TRAVELER  AND  TO  THE  CARGO 
BAY.  OUR  PREMISE  WAS  VERIFIED  WHEN  A  EUROPEAN  CARRIER  TOLD  US  IF  WE  HAD 
CARGO  TRAFFIC.  THEY  WOULD  SERVE  LAS  VEGAS  WITH  PASSENGER/CARGO  FUGHTS. 
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so  OUR  CHALLENGE  BECAME  EVER  CLEARER.  TO  INCREASE  AIR  TRAFFIC,  WE 
NEEDED  TO  STIMULATE  ALL  SEGMENTS  OF  THE  ECONOMY,  CREATING  AN  ENVIRONMENT 
ATTRACTIVE  TO  AIRLINES  ON  THE  ONE  HAND,  AND  BENEFICIAL  TO  TOURISM,  BUSINESS 
DEVELOPMENT.  AND  AIR  AND  GROUND  TRANSPORTATION  ON  THE  OTHER 

THAT  LED  US  TO  EXPANDING  OUR  DIALOGUE  TO  INCLUDE,  IN  ADDITION  TO  THE 
CONVENTION  AUTHORITY,  THE  NEVADA  DEVELOPMENTT  AUTHORITY,  THE  COUNTY 
ECONOMIC  DEVELOPMENT  OFFICE,  THE  HOTELS,  AND  THE  NEVADA  COMMISSIONS  ON 
TOURISM  AND  ECONOMIC  DEVELOPMENT. 

OCCASIONALLY,  BECAUSE  OF  SOME  OBVIOUS  COMMONALITIES  OF  PURPOSE,  THE 
AIRPORT.  THE  COUNTY,  THE  STATE  ECONOMIC  COMMISSIONS  ON  TOURISM  AND 
ECONOMIC  DEVELOPMENT.  NEVADA  DEVELOPMENT  AUTHORITY,  AND  THE  LAS  VEGAS 
CONVENTION  AND  VISITORS  AUTHORITY,  GOT  TOGETHER  IN  VARIOUS  COMBINATIONS  OF 
JOINT  BRIEFINGS  FOR  POTENTIAL  DEVELOPERS,  AIRPORT  AND  TRAVEL  WHOLESALERS, 
AND  OTHERS  FROM  AROUND  THE  WORLD. 

IT  BECAME  OBVIOUS  THAT  A  STRUCTURED  PARTNERSHIP  WAS  NEEDED  -  AND  THAT 
THESE  JOINT  PRESENTATIONS  AND  OTHER  PROJECTS  SHOULD  BE  REPEATED  ROUTINELY 
IF  WE  WERE  GOING  TO  HELP  TO  LIFT  OUR  ECONOMY  INTO  THE  NEXT  ERA  OF  GROWTH  IN 
SOUTHERN  NEVADA. 

IN  MAY,  1993.  WE  ORGANIZED  WHAT  WE  HAVE  NAMED  THE  TOURISM  AND 
BUSINESS  DEVELOPMENT  COUNCIL  OF  SOUTHERN  NEVADA."  WITH  REPRESENTATION 
FROM  THE  GROUPS  I  JUST  MENTIONED.  I  WAS  ELECTED  THE  COUNCIL'S  CHAIR.  WITH 
KAREN  MARSHALL  OF  THE  NDA  AS  VICE-CHAIR. 
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THE  CURRENT  COUNCIL  MEMBERS  ARE: 


CHAIR 

JOHN  D.  HANKS 

ASSISTANT  DIRECTOR,  COMMUNICATIONS 

DEPARTMENT  OF  AVIATION 

ROBERT  N.  BROADBENT 

DIRECTOR 

DEPARTMENT  OF  AVIATION 


VICE  CHAIR 

KAREN  MARSHALL 

VICE  PRESIDENT/ADMINISTRATION 

NEVADA  DEVELOPMENT  AUTHORITY 

DENNIS  STEIN 

PRESIDENT  AND  CEO 

NEVADA  DEVELOPMENT  AUTHORITY 


CLARE  O'BRIEN  TIM  CARLSON 

MANAGER,  MARKETING/ECON  DEVELOPMENT    EXECUTIVE  DIRECTOR 

DEPARTMENT  OF  AVIATION  NEV  COMM  ON  ECONOMIC  DEVELOPMENT 


CHRIS  HILBUS 

SENIOR  MANAGEMENT  ANALYST 

DEPARTMENT  OF  AVIATION 

WALLACE  D.  RUSSELL 

PRESIDENT 

RUSSELL  CONSULTING,  LTD. 

BOB  KING 

ECONOMIC  DEVELOPMENT  OFFICER 

CLARK  COUNTY  COMMUNITY  RESOURCES 

VERONA  PASQUALE 

ASSISTANT  TO  THE  LT  GOVERNOR 


JANICE  WIEDEMANN 

ASSISTANT  TO  TIM  CARLSON 

NEV  COMM  ON  ECONOMIC  DEVELOPMENT 

THOMAS  TAIT 

EXECUTIVE  DIRECTOR 

NEVADA  COMMISSION  ON  TOURISM 

ROSSI  RALENKOTTER 

DIRECTOR  OF  MARKETING 

LAS  VEGAS  CONV.  &  VISITORS  AUTHORITY 

CAM  USHER 

GENERAL  MANAGER  OF  SALES 

LAS  VEGAS  CONV.  &  VISITORS  AUTHORITY 


THE  COUNCIL'S  STATED  MISSION  IS  TO  INITIATE  EFFORTS  TO  STRENGTHEN 
BUSINESS  DEVELOPMENT  AND  THE  TOURISM  INDUSTRY,  AND  TO  PROVIDE  THE  OVERALL 
FRAMEWORK  THAT  WILL  ACQUIRE  AND  SUPPORT  BROAD  ECONOMIC  DEVELOPMENT  IN 
SOUTHERN  NEVADA." 


WE  WANT  TO  IMPACT  ALL  ECONOMIC  DEVELOPMENT.  WHICH  WE  HAVE  DEFINED 
TO  INCLUDE  TOURISM.  BUSINESS  DEVELOPMENT.  TRANSPORTATION,  AND  THE  SUPPORT 
SERVICES,  LIKE  BANKING,  UTILITIES,  AND  SO  ON. 


193 


WE  HAVE  IDErJTlFIED  THESE  FIVE  GOALS: 

1)  FOSTER  AN  EFFECTIVE  WORKING  RELATIONSHIP  AMONG  THE  THREE 
AREAS  OF  INTEREST. 

2)  PROMOTE  AND  FOSTER  THE  DEVELOPMENT  OF  SOUTHERN  NEVADA 
AS  A  BUSINESS  AND  INDUSTRIAL  CENTER. 

3)  ENCOURAGE  THE  CONTINUED  DEVELOPMENT  OF  THE  LAS  VEGAS 
TERRITORY  AS  A  WORLD  CLASS  RESORT  DESTINATION. 

4)  CONTINUE  TO  PROMOTE  LOCAL,  NATIONAL,  AND  INTERNATIONAL 
AWARENESS  OF  THE  LAS  VEGAS  TERRITORY  AS  A  WORLD  CLASS 
RESORT  DESTINATION. 

5)  ESTABLISH  A  PROGRAM  TO  MONITOR  AND  REPORT  ON  LEGISLATION 
AFFECTING  BUSINESS  DEVELOPMENT  AND  TOURISM. 

WE  INCLUDED,  AMONG  OTHERS,  THE  FOLLOWING  ACTION  OBJECTIVES: 
0  EXPANSION  OF  THE  FOREIGN  TRADE  ZONE  ON  MCCARRAN  AIRPORT  AND 

THE  INCREASED  USE  OF  THE  ENTIRE  LAS  VEGAS  FTZ. 

0  FORMING  LIAISON  TEAMS  WITH  TRUCKING,  FREIGHT  FORWARDING,  RAIL  AND 

OTHER  GROUND  TRANSPORTATION  INTERESTS  TO  INCREASE  THEIR  USE  OF 
MCCARRAN  AS  A  RECEIVING  SITE  FOR  MERCHANDISE  RATHER  THAN 
CALIFORNIA,  ARIZONA,  AND  UTAH, 

0  IDENTIFY  COMPANIES  WITH  AN  AFFINITYTOTHE  GAMING/RESORT  INDUSTRY 

TO  ATTRACT  THEM  TO  SOUTHERN  NEVADA, 

0  DEVELOP  COST  MODULES  FOR  AIRLINES  BASED  ON  EQUIPMENT  TYPES, 

DISTANCE  TRAVELED,  CARGO  CAPACITIES,  FUEL  CONSUMPTION,  NUMBER 
OF  PASSENGERS,  AND  OPERATING  COSTS  TO  ENCOURAGE  DOMESTIC  AND 
INTERNATIONAL  AIR  SERVICE  TO  LAS  VEGAS, 
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O  NEGOTIATE  EXTENDED  DAY  STAY  PACKAGES  FOR  FOREIGN  VISITORS  TO 

INCLUDE  MORE  GAMING,  AND  THE  OPTION  FOR  DIVERSIFIED  RECREATION 
ACTIVITIES,  AND 

0  CREATE  A  CURRENT,  COMPLETE,  AND  ACCESSIBLE  ELECTRONIC  UBRARY 

EDUCATING  AND  PROMOTING  NEVADA'S  ENTIRE  BUSINESS  CLIMATE. 

OUR  FIRST  MAJOR  PROJECT  WAS  TO  CONDUCT,  IN  LATE  1993,  A  PRELIMINARY 
CANVAS  OF  OPINIONS  OF  A  GROUP  OF  KEY  LEADERS  SELECTED  BY  THE  COUNCIL  FROM 
THE  TOURISM,  BUSINESS,  INFRASTRUCTURE  AND  FINANCE  ENTITIES.  WE  FOUND  THE 
RESULTS  VERY  INTERESTING  AND  WE  INTEND  TO  CONTINUE  THE  RESEARCH  WITHIN  THE 
ENTIRE  ECONOMIC  COMMUNITY. 

THE  EARLY  RESPONSES  TENDED  GENERALLYTO  ENCOURAGE  OUR  CONTINUATION, 
MAINLY  OF  THE  RESEARCH,  WITH  SERIOUS  MOVEMENT  TOWARD  SPECIFIC  ACTION  PLANS. 

THERE  WAS  NEARLY  UNANIMOUS  AGREEMENT  THAT,  VERY  OFTEN,  SIGNIFICANT 
DIFFERENCES  EXIST  AMONG  THE  INTERESTS  OF  TOURISM,  BUSINESS,  AND  SUPPORTING 
ORGANIZATIONS.  BUT  THERE  WAS  EQUALLY  ENTHUSIASTIC  SUPPORT  FOR  ANY  EFFORT 
THAT  WOULD  BRING  THE  GROUPS  CLOSER  TOGETHER,  GET  EVERYONE  TALKING,  AND 
MOST  IMPORTANTLY,  DO  SOMETHING  SIGNIFICANT  AND  PRACTICAL  FOR  THE  GOOD  OF 
THE  OVERALL  ECONOMY  AND  QUALITY  OF  UFE 

WE  AT  MCCARRAN  WERE  ENCOURAGED  BY  ONE  PARTICULAR  FINDING  THAT  THE 
AIRPORT  PLAYS  A  KEY  ROLE  IN  SOUTHERN  NEVADA'S  ECONOMY.  MORE  THAN  ANY  OTHER 
ENTITY,  MCCARRAN  AIRPORT  TOUCHES  ALL  SEGMENTS  OF  THE  ECONOMY.  WE  ARE  THE 
FIRST  AND  LAST  STOP  FOR  MANY  TOURISTS,  BUSINESS  TRAVELERS,  AND  CARGO. 

WE  SINCERELY  BELIEVE  THATTHIS  PREUMINARY  SURVEY  AFFIRMED,  WHAT  WE  ARE 
TRYING  TO  DO  WITH  THIS  COUNCIL  HAS  THE  POTENTIAL  FOR  POSITIVE  STRIDES  FORWARD 
FOR  OUR  DIVERSIFYING  ECONOMY. 
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AT  THIS  POINT  THE  COUNCIL'S  MISSION  IS  CLEAR.  IT  IS  TO  CONTINUE  THE 
RESEARCH  EFFORT  IN  ORDER  TO  KEEP  CLOSE  TO  THE  OPINIONS  AND  NEEDS  OF 
SOUTHERN  NEVADA'S  KEY  DECISION-MAKERS,  AND  TO  DEVELOP  ACTION  PLANS  FOR 
SPECIFIC.  SUBSTANTIVE,  MEANINGFUL  PROJECTS  THAT  WILL  INVOLVE  AND  BENEFIT  ALL 
ENTITIES  CONCERNED. 

YOU  WILL  HEAR  TESTIMONY  TODAY  FROM  TWO  MEMBERS  OF  THE  COUNCIL,  TOM 
TAIT  OF  THE  NEVADA  COMMISSION  ON  TOURISM,  AND  DENNIS  STEIN  OF  THE  NEVADA 
DEVELOPMENT  AUTHORITY,  WHO  WILL  EXPAND  ON  THEIR  ROLES  IN  THE  TOURISM  AND 
BUSINESS  ECONOMY  AND  ON  THE  COUNCIL. 

WE  ARE  VERY  APPRECIATIVE  OF  THE  SUPPORT  OF  ALL  THE  COUNCIL  MEMBERS. 
AS  THE  EFFORT  GROWS,  WE  INTEND  TO  INCLUDE  MANY  OTHER  INTERESTED  ENTITIES 
FROM  CITIES  AND  OTHER  ORGANIZATIONS  AROUND  THE  VALLEY. 

*  WE  WILL  CONTINUE  TO  BUILD  ON  AND  NURTURE  THE  VISION  OF  THOSE  THAT  DRIVE 
OUR  ECONOMY  --  THE  LEADERS  IN  THE  RESORT,  GAMING,  AND  HOTEL  INDUSTRIES;  THE 
LEADERS  IN  THE  BUSINESS,  FINANCIAL  AND  INFRASTRUCTURE  SUPPORT  SYSTEM;  AND 
OUR  GOVERNMENT  LEADERS  WHO  PROVIDE  BOTH  THE  VISION  AND  THE  FAVORABLE 
ENVIRONMENT  THAT  HAS  GIVEN  US  A  WORLD  CLASS  COMMUNITY,  A  WORLD  CLASS 
AIRPORT.  AND  A  WORLD  CLASS  DESTINATION. 

NOW.  AS  YOU  CAN  READILY  SEE  BY  LOOKING  AROUND  OUR  TOWN,  THE  VISION  OF 
TODAY  ISNT  SO  BAD.  WE'RE  BOOMING.  BUT  WE  NEED  TO  LOOK  DOWN  THE  ROAD  TO 
ENSURE  WE  REMAIN  STRONG  IN  THE  FUTURE.  TOURISM  AND  BUSINESS  INTERESTS  ARE 
ALL  PART  OF  THE  ECONOMY.  AS  ECONOMISTS  WILL  TELL  YOU,  COMBINING  RESOURCES 
AROUND  COMMON  OBJECTIVES  ACHIEVES  SIGNIFICANT  ECONOMIES  OF  SCALE 

THANKYOU,  MR.  CHAIRMAN  FOR  RECOGNIZING  THE  IMPORTANCE  OFTOURISM  AND 
BUSINESS  IN  NEVADA'S  ECONOMY.  FOR  HOLDING  THIS  HEARING,  AND  FOR  SHOWING 
YOUR  SUPPORT  FOR  OUR  EFFORTS. 

THANK  YOU.   I'D  BE  GLAD  TO  ANSWER  ANY  QUESTIONS. 
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COOPERATIVE  EXTENSION  SERVICE 
PROGRAMS  AFFECTING  INTERNATIONAL  TOURISM 


Mr.  Chairman  and  members  of  the  subcommittee,  my  name  is  Todd  Landfiied  and  I  am  a 
community  development  specialist  with  the  Extension  Service  of  the  U.S.  Department  of 
Agriculture  and  manager  of  Extension's  OuR-TOWN™  program.  Thank  you  very  much  for  the 
opportunity  to  discuss  the  eflForts  of  the  Extension  Service  to  help  small  and  medium-size 
communities  and  tourism  businesses  gain  national  and  international  exposure.  Today  I  will  discuss 
the  Extension  Services's  OuR-TOWN  project.  The  only  other  agency  in  the  Department  of 
Agriculture  that  deals  with  international  tourism  is  the  Forest  Service.  Its  efforts  are  primarily  in 
promoting  recreation  and  tourism  opportunities  within  National  Forests  overseas. 

OuR-TOWN™  is,  we  believe,  one  of  the  most  exciting  developments  in  rural  tourism  in 
recent  years.  OuR-TOWN™  (which  is  an  acronym  for  On-line  Recreation  and  Tourism 
Opportunities  Networic)  is  a  comprehensive  tourism  development  program.  It  includes  a  broad 
range  of  community  involvement,  planning,  visioning,  impact  studies,  attraction  assessment,  and 
marketing  assistance.  It  is  also  developing  a  multimedia  computer  online  service  by  which 
consumers  worldwide,  from  their  home  or  ofBce  can  obtain  detailed  information  on  those  small 
and  medium-sized  businesses  that  cannot  be  found  through  traditional  means.  Mr.  Chairman, 
OuR-TOWN™  has  received  enthusiastic  support  from  just  about  everyone  who  has  examined  its 
purpose  and  identified  with  its  collaborative  nature.  In  feet,  just  last  week  the  Arizona  Recreation 
and  Tourism  Council  voted  unanimously  to  participate  fiilly  in  the  developmem  of  OuR- 
TOWN™. 

TheNeed 

Tourism  development  in  the  United  States  traditionally  focuses  on  promotion  and 
marketing.  USTTA  promotes  U.S.  destinations  overseas.  State  travel  offices  develop  elaborate 
advertising  campaigns,  operate  welcome  centers  and  promote  r^onal  tours.  Communities  and 
small  businesses  print  multicolor  brochures  hoping  to  attract  visitors  and  dollars.  Because  of  this 
traditional  focus,  conomuninties  often  overlook  those  processes  and  issues  that  can  greatly 
improve  their  destination's  attractiveness  and  market^jility.  Many  simply  do  not  know  what 
tourists  look  for  in  an  attraction  or  how  to  assess  market  conditions.  Somehow,  these  people 
need  the  technical  assistance  that  can  help  them  understand  the  tourism  industry,  the  consumer 
and  how  to  plan  for  a  fixture  with  tourism. 

Exanq)les  of  this  traditional  approach  can  be  found  throughout  the  United-States.  For 
example,  Branson,  Missouri  has  experienced  many  of  the  problems  associated  with  rapid  tourism 
development.  This  once  small  conomunity  is  now  home  to  many  multimillion  dollar  theaters  and 
has  created  many  jobs  and  businesses.  However,  it  is  the  marketing  focus  and  a  lack  of  long  term 
planning  that  also  explains  vhy  the  streets  are  crowded  with  cars.  Why  residents  cant  enjoy 
breakfest  in  their  fevorite  diner  because  it's  crowded  with  tourists.  And  why  local  children  can't 
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swim  in  the  lake  because  the  sewer  system  exceeds  its  capacity  on  weekend  mornings  and 
discharges  raw  sewerage  into  the  lake.  This  is  one  example,  yet  in  small  communities  across  the 
country,  the  lure  of  the  $400  billion  dollar  U.S.  tourism  industry  causes  many  of  them  to  market 
before  they  are  ready.  The  question  then  becomes  how  can  we  help  these  communities  understand 
what  it  means  to  be  involved  in  tourism  and  what  impacts  tourism  will  have  on  their  lives,  their 
community  values,  and  their  fiiture?  After  all,  wouldn't  it  be  nice  for  someone  to  ask. the 
community  what  they  wanted  instead  of  having  someone  elses  values  imposed  on  them.  We 
believe  we  have  developed  one  way  of  helping  those  communities  by  offering  them  assistance 
through  the  OuR-TOWN™  program. 

The  OuR-TOWN™  Program:  An  Overview 

The  goal  of  OuR-TOWN™  is  to  fecilitate  the  development  of  sustainable  tourism  eflForts 
in  communities  by  providing  the  best  technical  assistance  available  and  by  facilitating  the 
processes  in  full  partnership  with  state  tourism  ofiBces,  federal  and  state  agencies  and  the  private 
sector.  It  will  utilize  existing  programs  where  they  exist  or  bring  other  existing  programs  to  those 
communities  where  they  do  not.  These  programs  can  be  provided  by  the  public  sector,  the 
private  sector  or  both  working  together.  A  critical  concept  of  the  OuR-TOWN™  program  is 
recognizing  that  there  are  many  players  in  the  tourism  development  business  and  that  each  brings 
some  special  expertise  to  the  table.  By  collectively  utilizing  the  strength  of  each  organization, 
instead  of  looking  at  each  other  as  competitors  or  "turf  grabbers,"  the  quahty  and  level  of 
services  provided  to  the  public  can  be  greatly  enhanced.  It  also  enhances  the  ability  of  a  state  to 
provide  a  coordinated  and  uniform  tourism  development  program  to  all  comers  of  the  state. 

The  OuR-TOWN™  technical  assistance  program  currently  consists  of  14  steps  that,  if 
taken  together,  provide  communities  with  a  very  strong  foundation  for  tourism  development.  We 
have  all  heard  the  phrase  "if  you  build  it,  they  w^  come."  This  process,  which  is  based  on 
years  of  research  and  practical  application,  will  help  communities  build  the  right  "it".  Briefly, 
those  steps  include: 

1 .  Community  Application  and  Orientation 

2.  Organization  and  Leadership  Training 

3.  Resident  Attitude  Survey 

4.  Visioniag/Goal  Setting 

5.  Introduction  to  Tourism  Marketing 

6.  Current  Economic  Impact  and  Vbitor  Characteristic  Analysis 

7.  Attraction  and  Facflity  Inventory 

8.  Potential  Product  and  Project  Identification 

9.  Initial  Product  and  Project  Scoping 

10.  Impact  Analysis 

1 1 .  Project  Development 

12.  Implementation,  Management 

13.  Marketing 
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14.       Monitoring,  Evaluating 

These  steps  will  be  described  below  in  more  detail,  but  the  prime  objective  of  the  program 
focuses  on  building  a  capacity  within  the  community  to  look  at  tourism  development  as  a  process 
and  not  something  that  just  happens.  Each  step  is  specifically  intended  to  impart  new  skills  and 
knowledge  for  community  leaders  and  the  general  business  population.  This  process  empowers 
the  community  to  chart  their  own  future  because  they  will  have  learned  how  to  recognize  change, 
how  to  evaluate  possible  courses  of  action,  how  to  reach  an  informed  consensus,  and  how  to  steer 
clear  of  problems. 

The  Technical  Assistance  Plan 

The  first  step  of  this  program  is  to  inform  all  federal,  state  and  local  government  agencies 
and  firms  interested  in  tourism  development  that  a  coordinated  effort  is  underway  in  the  state. 
Initial  contact  in  the  state  will  be  through  the  state's  Cooperative  Extension  Service.  Those 
agencies  and  firms  would  then  identiiy  those  specific  areas  where  they  have  expertise  and  oflEer 
comprehensive  programming.  It  is  fi'om  this  list  that  communities  can  draw  upon  for  technical 
assistance.  The  State  tourism  office  is  responsible  for  making  the  initial  contact  with  the  industry 
in  cooperation  with  the  assistance  of  the  State  Extension  Service. 

The  model  is  flexible  enough  so  if  a  community  has  completed  some  of  the  steps,  they  may 
not  have  to  go  through  it  agaia  Likewise,  communities  can  enter  the  process  at  any  point 
depending  upon  their  specific  situatioa 

Step  One:  Community  Application  and  Orientation 

Interested  communities  will  apply  by  completing  a  brief  application  form  Selection  for 
inclusion  in  the  program  will  be  on  a  competitive  basis,  with  successfiil  applicants  demonstrating 
broad  community  support  and  capacity  to  complete  the  14-step  process.  Upon  selection,  a 
program  orientation  will  be  presented  to  the  community  outlining  tasks  to  be  conq)leted,  process 
timelines,  anticipated  staffing  needs  and  summarizing  program  expectations. 

Step  Two:  Organization  and  Leadership  Training 

An  organization  and  leadership  training  session  will  be  presented  to  the  community 
&cilitating  a  refinement  of  committee  and  task  force  roles,  responsibilities  and  time-fi^me 
commitments.  Communications,  Conflict  Management,  Program  Management,  Public 
Decision-making  Process  and  Volimteer  Management  Skills  will  be  addressed.. 
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Step  Three:  Resident  Attitude  Survey 


A  scientific  resident  attitude  survey  will  be  administered.  The  survey  will  assess  how  the 
tourism  industry  'stacks  up'  in  the  minds  of  residents  when  compared  to  other  industries,  and 
what  level  of  change  is  acceptable  to  the  present  community  way  of  life.  This  snapshot  of  the 
community  will  be  key  in  determining  local  receptivity  to  potential  tourism  development  and 
promotion.  The  community,  with  technical  direction,  will  assist  in  the  process  of  completing  step 
three. 

Step  Four:  Visioning/Goal  Setting 

Utilizing  a  facilitation  process,  step  four  will  allow  the  community  to  develop  their  vision 
of  where  they  would  like  to  see  themselves  in  the  future.  A  vision  statement  will  be  drafted  by 
community  members  that  will  reflect  a  strong  community  consensus  encompassing  a  commitment 
to  work  toward  realization  of  their  vision.  Communities  will  also  develop  goals  and  create  an 
action  plan  to  acheive  those  goals  (a  strategic  plan). 

Step  Five:  Introduction  to  Tourism  Marketing 

A  basic  tourism  maiiceting  session  will  be  presented  to  highlight  the  importance  of  offering 
value  to  the  tourist  as  well  as  the  community.  The  community  will  learn  how  to  identify  realistic 
markets  and  how  to  develop  products  of  value  to  those  markets.  The  marketing  basics  of  supply 
(what  we  have  to  sell)  and  of  demand  (y/bat  do  visitors  want)  will  be  key  elements  of  this 
marketing  introduction. 

There  are  a  number  of  areas  v*^ere  we  will  develop  programs  targeted  to  special  markets. 
For  example,  OuR-TOWN™  is  woridng  closely  with  the  Greater  New  Orleans  Black  Tourism 
Networic  to  develop  a  multi-cultural  tourism  conq)onent  for  the  program.  This  program  will 
focus  on  presenting  American  heritage  and  culture  in  a  way  that  describes  what  life  was  really  like 
for  America's  minorities  and  to  showcase  their  contributions  to  American  culture.  To  begin,  we 
are  developing  a  conmiunity-based  program  for  Afiican-American  and  Native  American  cultures. 

Step  Six:  Current  Economic  Impact  and  Visitor  Characteristic  Analysis 

Data  will  be  collected  and  compiled  that  will  c^ture  an  accurate  'present-day*  economic 
analysis  of  the  community  illustrating  the  impact  of  tourism  on  the  overall  local  economy. 
Additionally,  visitor  travel  patterns  and  characteristics  will  be  analyzed  to  determine 
demographics  and  noarket  potential.  The  analysis  necessary  to  complete  this  step  will  be  provided 
by  consultants,  utiliidng  community  input  and  assistance. 
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Step  Seven:  Attraction  and  Facility  Inventory 

During  this  step  the  community  will  inventory  all  existing  attractions  and  tourism-related 
fecilities  in  their  immediate  area.  The  attractions  and  facilities  will  be  rated  on  their  value  to 
tourists  and  compared  to  their  competition.  Additionally,  an  assessment  will  be  made  of  the 
communities'  capability  and  capacity  for  supporting  infrastructure  improvements  such  as  water, 
sewer  and  transportation  systems.  For  example,  we  are  working  with  the  Federal  Highway 
Administration's  Local  Technical  Assistance  Program  (LTAP)  to  develop  a  specialized  program 
addressing  transportation  issues  that  can  affect  community  tourism  developments. 

Step  Eight:  Potential  Product  and  Project  Identification 

Through  the  previous  steps  the  community  learns  the  area's  strengths,  weaknesses,  and  has 
identified  likely  marketing  opportunities.  In  step  eight  the  community  will  reference  this 
knowledge-base  in  identifying  potentially  acceptable  tourism  products  and  projeas  (e.g.,  develop 
new  lodging  fecihty(s),  build  water  slide,  expand  community  museum,  clean-up  community  areas, 
etc.).  These  products  and  projects  are  then  rated  in  terms  of  value  to  the  tourist,  economic  return 
to  the  community,  and  probable  impact  on  the  local  way  of  life.  Those  with  the  highest  value  to 
the  tourist,  greatest  economic  return,  and  the  least  negative  impact  on  the  local  way  of  life  will  be 
selected  for  fiirther  exploration.  The  top  rated  product  developments  and  projects  will  also  be 
categorized  as  being  either  short  term  or  long  term  efforts  (those  that  could  be  initiated  and 
con^)leted  immediately  or  within  one  year,  and  those  which  could  be  initiated  soon,  but  with 
completion  anticipated  in  three  to  five  years  or  longer). 

Step  Nine:  Initial  Product  and  Project  Scoping 

Once  the  potential  products  and  projects  have  been  identified  and  rated  according  to  their 
overall  benefit,  the  next  step  is  to  'scope'  them  out.  What  is  intended  with  a  specific  proposed 
product  development  or  project?  How  large  will  it  be?  Who  will  be  involved?  What  is  the 
projected  cost?  When  would  it  be  completed?  Committees  will  be  formed  to  'fiesh-out'  each  of  the 
selected  products  and  projects. 

Step  Ten:  Impact  Analysb 

With  the  scoping  process  completed,  impact  analysis  will  be  conducted  to  predict  the 
probable  economic,  social,  and  ,environmental  impacts  of  each  selected  product  development  and 
project.  The  analysis  will  suggest  w^o  or  what  may  be  positively  impacted,  and  who-or  what 
may  be  adversely  impacted  from  proposed  community  produa  developments  and-projects.  The 
analysis  processes  will  help  the  commimity  in  determining  wdiich,  if  any,  tourism  product 
development  or  project  should  proceed.  The  analysis  will  be  conducted  by  the  community  with 
expert  consultant  assistance. 
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Step  Eleven:  Project  Development 


Project  development  plans  will  be  prepared  for  specific  product  developments  and  projects 
selected  as  priorities  at  the  conclusion  of  the  impact  analysis  processes.  The  community  will  take 
the  lead  in  preparing  appropriate  development  plans  which  will  outline  what  needs  to  be 
accomplished,  by  whom  and  by  what  date. 

Step  Twelve:  Implementation,  Management 

Referencing  the  development  plan(s)  prepared  in  step  eleven,  additional  research  and/or 
development  efiForts  will  be  put  into  motion.  Funding  alternatives  will  be  identified  and  the 
process  of  drafting  business  plans  will  be  initiated.  Community  committees,  with  initial  technical 
guidance  and  consultant  expertise,  will  complete  the  necessary  work  of  step  twelve. 

Step  Thirteen:  Marketing 

Marketing  plans  will  be  drafted  by  the  community,  consultant  expertise  will  be  available  as 
needed.  Assistance  can  include  the  development  of  marketing  plans,  advertising  campaigns, 
brochiu-es  and  uses  of  electronic  media.    During  this  step,  the  information  gathered  during 
inventory  process  of  step  seven  will  be  incorporated  into  the  OuR-TOWN™  tourism  database  as 
a  means  of  assisting  with  the  community's  maiketing  efforts.  The  database  is  described  below. 

Step  Fourteen:  Monitoring,  Evaluating 

The  community  will  assume  on-going  responsibility  for  projects  identified  and  initiated  as 
part  of  this  program.  Agency  assistance  will  be  available  on  an  as-needed  basis.  The  community 
will  be  encouraged  to  monitor  and  evaluate  selected  projects  to  ensure  that  acceptable  levels  of 
change  to  the  community  way  of  life  are  not  exceeded. 

It  is  important  to  recognize  that  the  while  the  OuR-TOWN™  process  was  designed  for 
tourism,  it  can  also  be  used  for  any  other  type  of  economic  development  project.  Allow  me  to  say 
that  again:  Not  only  can  the  OuR-TOWN™ process  be  used  for  tourism,  it  can  also  be  used  for 
any  other  type  of  economic  development  project.  This  means  that  if  a  community  was  thinking  of 
getting  into  manufecturing,  this  process  can  help  them  determine  how  much  a  contribution 
manufacturing  could  make  to  their  economic  base.  So,  by  providing  a  comprehensive  program  up 
fi-ont,  we  will  reduce  the  need  for  fi:ture  government  assistance  because  the  source  of  that 
assistance  is  available  within  the  community. 

I 
Current  Status 

We  are  close  to  completing  work  on  the  design  of  the  technical  assistance  program.  We 
hope  to  have  the  basic  outline  completed  by  this  summer  and  have  a  fiill  program  ready  by 
January  of  1995. 1  want  to  reiterate  that  this  program  has  been  an  open  partnership  with  many 
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federal,  state,  and  local  agencies,  state  tourism  organizations,  quasi-governmental  organizations, 
travel  agents,  hotel  and  motel  operators,  and  restauranteurs  from  the  start.  In  fact  Mr.  Chairman, 
members  of  your  stafiF,  Franklin  Simpson  of  your  district  ofiBce  and  Wendy  Stambler  of  the 
Subcommittee  staS,  have  been  closely  involved  in  the  development  of  OuR-TOWI^  for  the 
past  several  months.  The  development  team  tries  to  meet  every  two  or  three  months  as  a  means 
of  keeping  a  focus  on  the  development  without  getting  overwhelmed  or  tied  down  with  other 
tasks.  This  has  also  meant  a  strong  commitment  from  the  professionals  who  are  involved  in  the 
development  of  OuR-TOWN™. 

What  was  and  continues  to  be  important  is  that  this  collaborative  effort  builds  upon  the 
strengths  of  people  and  organizations  and  recognizes  that  the  best  way  to  create  quality 
government  programs  is  to  Esten  to  those  that  do  the  work  and  those  that  need  the  help.  That  is 
the  cornerstone  of  how  C)uR-TOW^^™  was  developed.  It  is  a  program  that  we  believe 
exemplifies  the  goals  of  "reinventing  government." 

Now  I  am  going  to  tell  you  how  OuR-TOW>r™  is  going  to  help  international  visitors 
learn  about  small  and  medium-sized  tourism  attractions  by  using  the  OuR-TOWN™  database. 

The  OuR-TOWN™  Database 

The  purpose  of  the  database  is  to  make  available  to  the  public  and  to  the  travel  industry  as 
much  information  as  can  be  obtained  on  small  tourism  attractions  in  each  of  the  states  using  an 
online  data  retrieval  system  that  incorporates  multimedia  and  text.  This  service  will  be  accessible 
domestically  using  a  local  telephone  or  "800"  number  and  globally  through  the  Internet.  It  has 
been  estimated  that  approximately  30  million  computers  in  the  U.S.  are  attached  to  modems 
which  could  connect  to  OuR-TOWN™.  If  you  add  in  the  20  million  users  of  the  Internet,  small 
and  medium-sized  tourism  businesses  will  be  able  to  market  their  product  to  over  SO  million 
computer  users  woridwide.  Until  now  reaching  this  size  market  would  have  been  impossible  for  a 
small  business  owner.  But  not  any  more. 

The  database  is  being  developed  at  Utah  State  University  in  Logan,  Utah  and  is  currently 
being  fimded  by  ES-USDA,  Utah  State  University  Cooperative  Extension,  National  Park  Service 
and  the  Tennessee  Valley  Authority.  Once  operational,  the  database  will  be  maintained  by  a  not-_ 
for-profit  corporation  established  at  the  Utah  State  Univershy  Research  Paric  The  OuR- 
TOWN™  database  is  intended  to  become  fiilly  self-sufficient  approximately  five  years  from  the 
date  of  startup. 

What  The  Database  Contains 

The  OuR-TOWN™  information  system  includes  multimedia  descriptions  of  tourism 
attractions  from  all  areas  of  the  United  States.  For  example,  a  traveler  to  Elko,  Nevada  might  see 
a  short  video  about  the  city,  images  of  its  hoteb,  restaurants  and  attractions,  and  hear  an  audio 
description  of  the  city's  history.  Business  owners  will  be  responsible  for  providing  the  initial 
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listing  and  for  updating  the  multimedia  descriptions  of  their  own  business  as  each  business  listed 
will  be  given  exclusive  access  to  their  information.  The  OuR-TOWK™  information  system  will 
inchide  some  data-entry  tools  to  &cilitate  these  tasks. 

Below  is  a  short  list  of  the  types  of  information  that  will  be  contained  in  the  database  and 
how  that  information  can  be  used: 

1.  OuR-TOWN™  will  store  information  about  places,  attractions,  routes,  events, 
activities,  businesses,  and  services  related  to  the  tourism  industry  and  the 
development  of  rural  communities.  We  refer  to  these  items  as  tourism  objects 

2.  OuR-TOWN™  will  allow  providers  to  describe  each  tourism  object  from  spatial, 
temporal,  fimctional,  cultural,  and  historical  perspectives. 

3.  From  a  spatial  perspective,  an  object  can  have  either  a  permanent  location,  a  set  of 
known  temporary  locations,  a  migration  pattern,  or  an  unpredictable  location 
within  a  territory.  This  will  allow  OuR-TOWN™  to  describe  attractions  like  elk 
herds,  birds,  and  mobile  information  centers. 

4.  OuR-TOWN™  will  allow  providers  to  describe  the  availability  of  an  object  to  be 
defined  by  a  set  of  known  times  (seasons,  business  hours,  etc.),  a  set  of  likely 
times,  a  tenqioral  pattern,  and  unpredictable  times  within  a  larger  period.  This  will 
allow  OuR-TOWhP*  to  describe  objects  like  a  business,  a  concert,  a  country  fiur, 
a  bird  migration,  and  a  geyser. 

5.  OuR-TOWN™  will  allow  providers  to  describe  the  duration  of  a  typical  stay, 
visit,  or  use  for  an  object.  This  information  will  help  in  planning  trips  because  it 
gives  the  travelers  some  idea  how  long  they  might  spend  at  a  particular  place, 
attraction,  etc. 

6.  From  a  fimctional  perspective,  OuR-TOWN™  will  allow  providers  to  describe  the 
services  that  a  tourism  object  ofifers.  iThese  services  include:  lodging,  food,  fiiel, 
supplies,  information,  exhibits,  programs  (guided  walks,  museum  tours,  etc.), 
activities  (fishing,  skiing,  dancing,  etc.),  communication  services  (phone,  &x,  etc.), 
and  personal  services  (bathrooms,  showers,  etc.). 

7.  OuR-TOWN™  will  support  the  following  predefined  types  of  tourism  objects 


Lodgings 
Restaurants 
Attractions 
Parks  &  Forests 
Campgrounds 
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Events  (Fairs,  Concerts,  Sporting  events,  etc.) 

Routes  (Highways,  Freeways,  Toll  roads,  Streets,  Avenues,  etc.) 

Activities 

Businesses 

Services 

We  envision  both  the  consumer  and  the  travel  industry  using  OuR-TOW>P'.  Clearly  the 
informational  needs  of  the  travel  agent  differ  significantly  fi-om  those  of  the  traveling  consumer  so 
we  have  designed  it  to  serve  both  of  their  needs.  OuR-TOWN™  will  contain  information  on 
commission  rates,  tours  the  attraction  may  be  associated  with,  or  special  discounts  for  groups, 
etc.  which  will  be  accessible  only  by  travel  agents  with  the  proper  access. 

These  are  just  a  few  of  the  many  features  of  the  OuR-TOWN™  Information  System. 
Appendix  A  and  B  provide  you  with  a  detailed  listing  of  the  features  and  benefits  of  the  database. 

The  OuR-TOWN™  information  system  is  a  large  and  complex  system  that  requires 
effective  integration  of  many  different  technologies,  including:  graphical-user  interfaces, 
multimedia,  database  systems,  rule-based  and  cased-based  reasoning,  natural  language  processing, 
and  distributed  systems.'  The  project's  first  goals  are,  therefore,  to  build  an  extensive  prototype 
that  meets  following  goals: 

•  Effectively  communicate  the  basic  functions  and  features  of  the  information  system 
to  potential  users  and  fiuding  organizations. 

•  Provide  developers  with  a  better  understanding  of 

•  what  data  wiU  need  to  be  in  the  OuR-TOWN™  information  system, 

•  how  data  will  be  acquired  and  integrated  into  the  main  repository,  and 

•  different  ways  the  information  system  may  be  used. 

•  Gain  e}q)erience.with  different  designs  and  implementation  strategies  in  high-risk 
areas,  such  as: 

•  the  database  structure, 

•  e?q)ert-guided  information  retrieval,  and 

•  multi-language  support  (e.g.,  French,  German,  etc.). 


Rule-baaed  reaaooing  iiaes  a  set  of  piede&ied  niles  to  detenmine  wlut  actiocB  need  to  be  ta^ 
make  recomnmdatifww  to  the  uaer.  For  exanyle.  if  acmeooe  likes  outdoor  activities,  the  system  knoiwa  to  suggest 
only  those  activities  that  can  be  agojred  outdoon.  Case-based  reasoning  uses  a  senes  of  ^)ecific  examples  to  build 
a  set  of  rales  for  making  recommendations.  For  example,  someone  who  likes  outdoor  activities  m^  not  like  canning. 
Therefore  by  using  the  systems  profile  of  the  user  and  the  stored  examples,  can  make  a  more  personalized 
recommendatioiL  Natural  language  pi"''^«'"g  uses  'plain  English'  to  communicate  information  to  and  &oaa.  the 
user.  It  is  also  commonly  referred  to  as  artificial  intdUgence.  Distributed  systems  spread  out  where  the  data  is 
stored  to  that  geographic  regions  have  quicker  access  to  tfie  data  most  relevant  to  that  area  while  nuintammg  access 
to  the  full  database. 
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What  you  will  see  demonstrated  this  morning  is  our  first  attempt  at  the  prototype.  This  basic 
sketch  of  the  system  contains  real  information  on  real  attractions.  It  has  been  developed  by  a 
dedicated  group  of  computer  science  professors  and  graduate  students  at  Utah  State  University 
with  input  firom  the  travel  industry,  federal,  state  and  local  government. 

In  the  future,  OuR-TOWN™  will  allow  the  user  to  plan  a  complete  itinerary  and  fax  it  to 
a  travel  agent  so  they  can  book  the  tickets.  Travelers  who  do  not  know  what  they  want  to  do 
with  find  a  computerized  trip  planner  to  assist  them  with  their  plans.  The  hearing  impjured  will 
be  able  to  have  the  information  contained  in  OuR-TOW>r^  read  to  them.  And  instead  of  typing 
in  commands  and  responses  to  questions,  you  will  be  able  to  simply  and  literally  speak  to  OuR- 
TOWN™  and  it  will  understand  what  you  have  said  and  respond  accordingly. 

None  of  what  I  have  described  for  you  this  morning  is  "pie-in-the-sky"  technology. 
Everything  I  have  described  can  and  is  being  done  somewhere  in  the  world  today.  It's  just  that  no 
one  has  dedicated  this  technology  to  helping  the  owner  of  a  small  tourism  business  reach  the 
international  marketplace.  Tm  sure  you've  seen  those  commercials  on  television  that  tell  you 
what  technology  will  do  for  you  in  the  future.  You  will  be  able  to  look-up  tourism  information 
on  your  television  set.  But  keep  in  mind  that  no  one,  I  repeat  no  one,  currently  has  all  the  data 
necessary  to  make  that  a  reality.  If  you  were  to  collect  all  of  the  readily  available  information  on 
tourism  in  the  U.S.,  you  would  still  miss  about  50-70  percent  of  the  tourism  business—most  of 
those  operated  by  sinall  business  owners.  The  reason  for  this  is  simple:  many  of  these  businesses 
cannot  afford  or  do  not  know  how  to  get  listed  on  national  registers  or  publications.  The  U.S. 
Department  of  Agriculture  firmly  believes  that  these  small  businesses  deserve  an  opportunity  to 
compete  with  their  larger  competitors  for  the  global  tourism  dollar.  OuR-TOWN™  is  one  way 
of  leveling  the  playing  field  for  the  small  business  owner  in  Elko  Nevada,  Goldsboro  North 
Carolina,  Leesville  Louisiana,  or  any  other  small  town. 

Other  Potential  Uses 

The  data  contained  in  OuR-TOWN™  has  many  other  tourism-related  uses.    States  are 
developing  tourist  kiosk  systems  for  their  state  welcome  centers  that  could  be  greatly  enhanced  by 
utilizing  the  information  in  OuR-TOWN™ .  Specialized  CD-ROMs  could  be  developed  for  the 
National  Parks  or  forests  to  promote  those  areas  or  by  communities  to  market  to  specific  target 
markets.  Brochure  and  travel  guide  fiilfillment  programs  could  be  made  more  efBcient  by  linking 
to  the  database  so  mailing  lists  and  labels  could  be  generated  in  order  to  respond  to  direct 
inquires  fi-om  consumers.  Finally,  as  I  alluded  to  a  minute  ago,  OuR-TOWN™  could  be  a 
primary  source  of  tourism  information  for  the  information  superhighway. 

A  multimedia  database  of  this  design  has  many  other  potential  uses.  For  example, 
economic  development  agencies  could  use  it  to  show  ofi5ce  space,  manufacturing  facilities,  and 
the  community  in  general  to  prospective  businesses.  Educational  institutions  could  use  it  as  a 
resource  for  people  in  rural  areas  to  demonstrate  things  like  applying  insecticide  to  plants,  video 
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of  recent  news  events,  or  for  access  to  research  libraries.  As  you  can  see,  the  potential  benefit  to 
the  public  and  to  business  are  very  broad. 

Extension's  Role 

County  Extension  Directors  and  their  staffs  are  generally  recognized  as  leaders  in  their 
community  and  as  a  significant  source  of  technical  assistance  linked  to  the  state  land  grant 
imiversities.  Extension  expertise  extends  far  beyond  traditional  agriculture.  Extension  is  a 
leader  in  areas  like  distance  education,  sustainable  development,  and  new  uses  of  the  Internet— the 
forerunner  of  the  information  superfiigbway. 

Extension  has  a  presence  in  each  of  the  nation's  counties.  These  ofBces  are  fimded 
jointly  by  federal,  state,  and  local  governments.  It  is  the  only  government  agency  that  has  this 
direct  link  to  all  levels  of  government.  The  Extension  Service,  as  part  of  its  core  set  of  programs, 
offers  a  wide  range  of  educational  and  technical  assistance  programs  in  community  resource  and 
economic  development.  It  has  community  development  specialists  in  each  state  who  work  with 
county  extension  staff  to  provide  economic  development  assistance  to  rural  communities.  It  also 
has  an  extensive  network  of  tourism  specialists  who  have  written  or  directed  the  preparation  of 
many  of  the  predominant  books  and  how-to  manuals  in  tourism  development.  For  example,  the 
U.S.  Travel  and  Tourism  Administration's  handbook  Tourism  USA  was  prepared  by  Extension 
tourism  specialists  fi'om  the  Universtty  of  Missouri.  It  is  through  this  team  of  dedicated  economic 
development  and  tourism  specialists  that  OuR-TOWK™  was  conceived  and  is  being  developed. 

In  a  time  ^en  governmental  resources  are  limited,  it  is  very  important  to  recognize  that 
agencies  can  no  longer  look  to  be  'the'  sole  source  for  anything.  We  also  know  that  "one  size 
fits  all"  approaches  simply  do  not  work.  OuR-TOWN™  is  being  designed  from  the  start  to  be  a 
collaborative  process.  Any  organization  or  agency  with  a  role  in  tourism  development  is  welcome 
to  become  involved  in  the  program  and  to  contribute  what  they  can. 

As  I  said  earlier,  the  goal  of  OuR-TOWhP*  is  to  fiidlitate  the  development  of  a 
sustainable  tourism  effort  in  communities  by  providing  the  best  technical  assistance  available 
and  by  &cilitating  the  processes  in  fiill  partnership  with  state  tourism  ofBces,  federal  and  state 
agencies  and  the  private  sector.  The  development  of  OuR-TOWK*^  is  proof  that  agencies  can 
woric  together  to  help  communities  involved  in  tourism  define  their  own  individual  fiitures. 

Thank  you  for  your  time. 
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1      INTRODUCTION 

The  OuR-TOWN™  project  includes  the  development  of  a  sophisticated  software  system  that  allows  travelers  to 
access  current  and  detailed  information  about  destinations,  attractions,  parks,  events,  routes,  lodgings,  restaurants,  etc 
In  general,  a  traveler  is  someone  that  is  traveling  in  the  United  States  for  business  and/or  pleasure  or  somcOTe  w*o  is 
planning  such  a  trip.  However,  a  traveler  may  come  from  a  foreign  country.  We  define  toi/mm  o6/ect»  to  be 
the  things  that  travelers  are  interested  in  knowing  about  or  need  for  planning  their  trips.  We  refer  to  persons,  agencies, 
and  organizations  that  operate,  own,  or  otherwise  promote  tourism  objects  as  providers. 

The  OuR-TOWN™  information  system  includes  multimedia  descriptions  of  tourism  objects  from  all  areas  of 
the  United  States.  For  example,  a  traveler  to  Elko  Nevada  might  see  a  short  video  about  a  city,  images  of  its  hotels, 
restaurants  and  attractions,  and  hear  an  audio  description  of  the  city's  histo^f.  Providers  will  be  responsible  fw 
abating  and  iqxlating  the  multimedia  descriptions  of  their  own  tourism  objects.  However,  the  OuR-TOWN"« 
in&nnation  system  will  include  some  data-entry  tools  to  facilitate  tiiese  tasks. 

The  OuR-TOWN™  information  system  is  a  large  and  complex  system  that  requires  effective  integration  of  many 
difEerent  technologies,  including:  graphical-user  interfaces,  multimedia,  database  systems,  rule-based  and  cased-based 
reasoning,  natural  language  processing,  and  distributed  systems.  For  this  reason,  it  is  in:q)crative  that  we  first  build  an 
extensive  prototype  with  that  meets  following  goals: 

•  Effectively  communicate  the  basic  functions  and  features  of  the  information  system  to  potential  users  and 
fimding  organizations. 

•  Provide  developers  with  a  better  understanding  of 

•  what  data  will  need  to  be  in  the  OuR-TOWN™  information  system, 

•  how  data  will  be  acquired  and  integrated  into  tiie  main  repository,  and 

•  different  ways  &e  information  system  may  be  used. 

•  Gain  experience  with  different  designs  and  implementation  strategies  in  hi^-risk  areas,  such  as: 

•  the  database  structure, 

•  expert-guided  information  retrieval,  and 

•  multi-language  support 

This  document  defines  the  requirements  for  the  prototype  of  the  OuR-TOWN™  information  system  These 
requirements  are  divided  into  two  main  areas:  functional  and  non-functionaL  hi  Section  2,  we  Ust  thefimctional     , 
requirements  that  define  the  prototype's  features  and  services.  Section  3  contains  the  non-fimctional  requirements 
that  specify  qualities  ofthe  prototype  that  do  not  directly  impact  its  fimctionaUty.  For  the  purpose  of  this  document, 
we  rrfer  to  the  prototype  simply  as  the  jyj/em . 
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2     FUNCTIONAL  REQUIREMENTS 

2.1  Infixnution  Requirements 

2.1.1       The  system  will  store  information  about  places,  attractions,  routes,  events,  activities,  businesses, 

and  services  related  to  the  tourism  industry  and  the  development  of  rural  communities.  We  will  refer 
to  these  items  as  tourism  objects. 

2. 1 . 1 . 1    The  system  will  allow  providers  to  describe  each  tourism  object  from  spatial,  temporal, 
functional,  cultural,  and  historical  perspectives. 

2.1.1.1.1  An  object  does  not  have  to  be  descnbed  from  all  perspectives. 

Rational:  Some  objects  may  not  have  a  mining  viewed  from  one  or  more 
of  these  perspectives.  For  exanq)le,  a  town  does  not  have  a  meaning  from 
temporal  peT^)ective. 

2.1.1.1.2  From  a  spatial  perspective,  an  object  can  have  either  a  permanent  location,  a 
set  of  known  temporary  locations,  a  migration  patteni,  or  an  unpredictable 
locatira  within  a  territory. 

Rational:  This  will  allow  the  system  to  describe  attractions  like  elk  herds, 
birds,  and  mobile  infonnation  centers. 

2.1. l.U        The  system  must  support  different  sized  tourism  objects  from  a  spatial 

{perspective.  In  particular,  the  system  must  support  tourism  objects  as  small  as 
a  rest  stop,  historical  marker,  gift  shop,  and  pubhc  phone,  and  as  large  as  a 
multi-state  region,  national  park,  and  interstate  hi^way. 

2.1.1.1.4        From  a  temporal  perspective,  the  system  will  allow  providers  to  describe  the 
anrailability  of  an  object  to  be  Ari™^  by  a  set  of  known  times  (seasons, 
business  hours,  etc.),  a  set  of  likely  times,  a  tenqxxal  pattern,  and 
uiq>redictable  times  within  a  larger  period. 

Rational:  This  will  allow  the  system  to  describe  objects  like  a  business,  a 
concert,  a  country  fair,  a  bird  migration,  and  a  geyser. 

2.1. l.U        From  a  temporal  perspective,  the  system  will  allow  providers  to  describe 
typical  use  or  viiitatioa  patterns  fiar  tourism  objects. 

Rational:  This  will  allow  various  providers  to  describe  hi^  and  low  seasons, 
which  are  indq)mrimt  from  availability  times. 

2.1.1.1.6        Also  from  a  temporal  perspective,  the  system  will  allow  providers  to  describe 
the  duration  of  a  typical  stay,  visit,  or  use  for  an  object 

Rational:  This  information  will  help  in  planning  trips  because  it  gives  the 
travelers  some  idea  how  longer  diqr  might  spend  at  a  particular  place, 
ottracticn,  etc. 
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2.1.1.1.7  The  system  must  support  difiisvitt  sized  tourism  objects  fron  a  teniporal 
perspective.  In  particular,  the  system  must  support  tourism  objects  as  small  as 
a  geyser  er\q)tion.  miKwim  tour,  aod  guided  vralk,  and  as  large  as  a  period  of 
time  diat  ^ans  many  years. 

2.1.1.1.8  From  a  functional  perspective,  the  system  will  allow  providers  to  describe  the 
services  that  a  tourism  object  offers.  These  services  inchvii?:  lodging,  food, 
fuel,  svqjplies,  information,  exhibits,  programs  (guided  walks,  museum  tours, 
etc.),  activities  (fishing,  skiing,  dancing,  etc.),  communication  services  (phone, 
fiax,  etc.),  and  personal  services  (bathrooms,  showers,  etc). 

Raticxial:  This  allows  the  system  to  describe  tourism  objects  that  vary  in 
purpose  or  fimctian. 

2.1.1.1.9  From  a  cultural  perspective,  the  system  will  aUow  providers  to  describe  &e 
cultural  aspects  of  a  tourism  object 

2.1.1.1.10  From  a  historical  perspective,  &e  system  will  allow  providers  to  describe 
the  history  of  a  tourism  object 

2.1.1.2    The  system  will  siq>port  the  following  predefined  types  of  tourism  objects: 

„         2.1.1.2.1        Lodgings  (See  Atris  Codebook  for  examples) 

2.1.1.2^       Restaurants  (See  Atris  Codebook  Sir  examples) 

2.1.I.2J       Attractions  (See  Atris  Codebook  for  examples) 

2.1.1.2.4        Paries  &  Forests  (See  Atris  Codebook  for  exanqjles) 

2.1.1.2J        Campgrounds  (See  Atris  Coddxxdc  for  examples) 

2.1.1^6       Events  (Fairs,  Ccocerts,  Sporting  events,  etc.) 

2. 1 . 1 .2.7       Routes  (Hi^iwayn.  Freeways.  Toll  roads.  Streets,  Avtmes,  etc.) 

2.1.1^8       Activities 

2.1.1.2.9       Businesses 

2.1.1.Z10      Services 
2.1.  U    The  aystem  will  allow  providers  to  define  additinnal  types  of  tourism  obycta. 

2.1.1.4  The  system  will  allow  providers  to  classify  tourism  objects  with  mofc  than  one  ^pe.  eg.  av 
object  may  be  a  park  md  a  canqiground. 

2.1. 1.5  The  system  will  allow  providers  to  describe  all  cost  related  infonnatka. 

2.1.1.S.1        The  system  win  suppcttdifimnt  rates  for  diffennttiines^dqn,  or  setsoos. 
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2.1.1.5.2  The  system  will  allow  providen  to  specify  discounts  and  specials 

2.1.1.5.3  The  system  will  allow  providers  to  specify  accq)table  payment  methods. 

2.1.1.6  The  system  will  allow  providers  to  describe  how  travelers  can  make  reservatians. 

2. 1 . 1 .6. 1  The  system  will  allow  providers  to  descnbe  special  reservation  instructions. 

2.1.1.6.2  The  system  will  allow  providers  to  describe  their  cancelation  policies. 

2. 1 . 1 .7  The  system  will  allow  providers  to  describe  how  travelers  can  obtain  additional  information 
that  is  not  on  the  system. 

2.1.1.8  The  system  will  allow  providers  to  describe  directions. 

2.1.1.8.1  Each  tourism  objects  may  be  associated  with  many  directions,  each  describing 
how  travelers  find  the  object  from  a  different  starting  point 

2.1.1.8.2  Directions  may  reference  hi^iwagrs,  freeways,  toUways,  avenues,  streets,  padis, 
etc. 

2.1.1.8.3  Directions  may  reference  otter  tourism  objects,  particulaify  those  that 
recognizable  landmaikers. 

2.1.2      The  system  will  support  die  use  ofmultimedia  to  describe  tourism  objects. 

2.1.2.1  The  system  will  store  textual  descriptioas. 

2.1.2.2  The  system  will  store  audio  clips. 

2.1.2.3  The  system  will  store  still  images. 

2.1.2.4  The  system  will  store  slides  sequences. 
2.1.ZS    The  system  will  store  modon  video  di^ 

2.U      The  system  will  allow  tourism  objects  to  be  associated  with  each  odier  in  varied ofwaysttiat  culture 

tfiwr  ^«ri«l   fitnpfirMl   finirtinnal   niltufl   mrui  hintnrir^)  nAatinnti\\^         —    

2.13.1    Each  assodatiao  will  be  fyped  (classified). 

2.U.2    The  system  will  include  several  prrHftfinrd  types  of  associations. 

2.1J.3    Tbe  system  will  allow  providers  to  define  additiooalfypes  of  assodatians. 

2.1.3.4     Triich  «tsnciatinn  will  include  a  firrry  factor  that  mHicates  rtit;  strmgrii  nfthf.  a«nd>tion 

2.1.4      The  system  will  keep  track  ofthe  dale  and  time  each  tourism  object  was  entered  into  the  system. 
2.U      The  system  will  keq)  track  of  the  date  and  time  eadi  tourism  object  was  last  modified. 
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2.1.6      The  system  will  associate  expiration,  aging,  and  source  infonnation  with  all  tourism  objects. 

2. 1 .6. 1  The  system  will  allow  providers  to  specify  an  expiration  date  for  a  tourism  object,  on  which 
the  object  will  be  automatically  removed  from  the  system. 

2. 1 .6.2  The  system  will  allow  providers  to  specify  an  aging  function  for  a  toursim  object  that 
gradually  reduces  the  object's  perceived  value  over  time. 

2. 1 .6.3  The  system  will  keep  track  of  the  sources  of  information  for  a  tourism  object 

2.2  Data-entry  Requirements 

2.2.1       The  system  will  include  a  separate  data-entry  program  that  providers  can  use  to  describe  their  touiism 
objects. 

2.2. 1 . 1  The  data-entry  program  will  run  on  Intel  386  compatible  hardware,  with  or  without  access  to 
the  main  repository. 

2.2.1.2  The  data-entry  program  will  allow  providers  to  enter  tourism  objects. 

2.2.1.3  Ifthedata-entiy  program  has  access  to  the  main  repository,  it  will  allow  providers  to 
perform  iqidates  on  their  own  objects. 

2.2. 1 .4  The  data-entry  program  will  automatically  adjust  its  user  interface  according  to  the  type  of 
tourism  object  being  created  or  modified. 

2.2.1.4.1  The  user  interface  will  only  require  the  provider  to  enter  information  that  is 
absolutely  necessary  for  the  particular  type  of  tourism  object  being  created 
or  modified 

2.2. 1 .4.2  The  user  interface  will  not  present  forms,  fields,  or  questions  that  are  clearly 
not  pertinent  to  the  type  of  tourism  object  being  created  or  modified. 

Ratiooab  This  will  fndlitate  data-entry  and  help  prevent  users  from  becoming  frustrated 
and  losing  confidence  in  the  system. 

2.2.1.5  The  data-entty  program  will  create  a  data-entry  packet  that  can  be  given  to  a  quali^  cootiol 
center  for  integration  into  the  main  repositoiy. 

2.2.1.5.1        For  new  tourism  objects,  the  data-entry  packet  will  ccntain  all  the  infonnatioD 
that  providers  entered. 

2.2.U.2       For  existing  tourism  objects,  the  data-entxy  packet  win  co^ain  sufSdent 
infonnation  that  the  requested  changes  can  be  correctly  tpphcA  to  the  main 
repositories. 

112      The  system  will  include  a  data-processing  and  quality-control  program  that  win  integrate  data  packets 
created  by  data-entry  program  into  the  main  repositaiy. 
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2.2.2. 1  The  data-processing  and  quality-control  program  will  calculate  spatial  and  temporal 
associations  between  new  objects  and  existing  objects. 

2.2.2.2  The  data-processing  and  quality-control  program  will  perfoim  some  basic  data  integrity 
checlcs,  such  as  a  referential  integrity  check. 

2.2.2.3  The  data-processing  and  qtiality-control  program  will  stamp  all  infonnation  that  is  placed 
into  the  main  repository. 

2.3  Access  Requirements 

2.3.1  The  system  will  support  browsing 

2.3. 1 . 1  The  system  will  allow  a  traveler  to  browse  tourism  objects  by  referencing  certain  parts  of 
their  descriptions.  For  example,  a  traveler  should  be  able  to  examine  what  is  at  a  particular 
location  by  pointing  to  the  location  on  a  map. 

2.3. 1 .2  The  system  should  provide  travelers  with  browsing  options  that  allow  them  to  traverse  the 
many  and  various  associations  between  tourism  objects. 

2.3. 1 .3  The  system  should  not  present  any  browsing  option  that  is  not  viable  in  session's  cisrent 
context 

2.3.2  The  system  win  support  direct  queries. 

2.3 .2. 1  The  system  will  allow  travelers  to  access  tourism  objects  by  name  and  classification. 

2.3.2.2  The  system  will  allow  travelers  to  filter  their  access  by  location,  service,  cost,  historical,  or 
cultural  parameters. 

2.3.3  The  system  will  allow  the  traveler  to  construct  and  modify  a  collection  of  interesting  tourism  objects. 
This  collection  of  objects  can  represent  a  potential  trip  or  simply  a  set  of  objects  in  a  destination  area. 

2.3.4  The  system  most  demonstrate  die  use  and  benefits  of  an  automated  travel  e:q)erL 

2.3.4.1  The  aotomated  travel  e;q>ert  must  be  capable  offoiming  a  profile  of  the  traveler. 

2.3.4.2  The  antcmated  travel  expert  must  be  capable  ofmatdiing  a  traveler  to  possible  destinatioos, 
-  attractions,  events,  etc.  

2.3.4.3  The  automated  travel  e^qjcrt  must  be  able  to  explain  the  reasoning  behind  a  suggestioa 

2.4  Di^lay  Requirements 

2.4.1       The  system  win  be  able  to  present  multimedia  descriptions  and  instructions  to  the  traveler. 

2.4.1.1  The  system  will  be  able  to  present  text 

2.4.1.2  The  system  will  be  able  to  present  audio  clips. 

2.4.1.3  The  system  will  be  able  to  present  still  images. 
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2.4. 1 .4  The  system  will  be  able  to  present  slide  shows. 

2.4. 1 .5  The  system  will  be  able  to  present  motion  video. 

2.4.2  The  system  will  be  able  to  present  the  description  of  any  tourism  object  at  the  traveler's  request. 

2.4.2. 1  The  system  will  notify  the  traveler  of  any  ejected  delays  in  retrieving  and  displaying  the 
presentation  that  are  longer  than  3  seconds. 

2.4.2. 1 . 1        The  system  will  allow  the  traveler  to  proceed  or  cancel  the  request 

2.4.2.2  The  system  will  notify  the  traveler  of  unexpected  problems  in  retrieving  or  displaying  the 
requested  description. 

2.4.3  The  system  will  allow  travelers  to  view  the  same  collection  of  tourism  objects  from  several 
perspectives. 

2.4.3 . 1  The  system  will  allow  travelers  to  view  collections  of  tourism  objects  from  a  spatial 
perspective,  which  will  allow  them  to  see  maps  of  various  kinds  and  levels  of  detail 

2.4.3.2  The  system  will  allow  travelers  to  view  collections  of  tourism  objects  from  a  temporal 
perspective,  which  will  allow  them  to  see  calendars  of  various  kinds  and  levels  of  detail 

2.4.3 .3  The  system  should  allow  travelers  to  move  between  the  two  perspectives  easily. 

2.4.4  The  system  will  allow  travelers  to  ti^fiTi^  various  overlays  that  can  be  viewed  in  coiijunction  a 
collection  of  tourism  objects. 

2.4.4. 1  An  overlay  can  include  other  tourism  objects  that  are  related  to  objects  in  the  collection 
being  viewed. 

2.4.4.2  The  system  must  allow  the  traveler  to  define  a  data  filter  for  each  overlay. 

2.4.4.3  The  system  must  allow  the  traveler  to  use  multiple  overlays  at  the  same  time. 

2.4.4.4  The  system  will  mcludc  several  prc-<iefined  overlays. 

2.4.4.4. 1  ^  The  system  will  include  a  pre-defined  overlay  for  "near-by  lodgings*. 

2.4.4.4.2  The  system  will  include  a  pre-defined  overlay  for  'near-by  restaurants'. 

2.4.4.4.3  The  system  will  include  a  pre-defined  ovcriay  for  'neary-by  gas  stations'. 

2.4.5  The  syStaa  will  be  able  to  communicate  the  age  and  current  value  of  any  piece  of  informatioa 
2.S  Printing  Requirements 

2.5.1       The  system  will  allow  text  and  images  to  be  printed  at  the  travelers  request 
2.5.1.1    The  system  will  be  able  to  print  travel  itineraries. 
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2.5.1.2  The  system  will  be  able  to  print  directions. 

2.5.1.3  The  system  will  be  able  to  print  maps. 

2.S.2      The  system  will  allow  travelers  to  select  a  level  ofdetailfisr  printed  material 
2.6  Miscellaneous 

2.6. 1  The  S3rstem  will  be  able  to  detect  the  hardware  configuration  of  the  cocapvSa  it  is  running  on. 

2.6.2  The  system  will  automatically  disable  any  feature  that  depending  on  missing  or  inadequate  hardware. 

3     NON-FUNCTIONAL  REQUIREMENTS 

3.1  The  system  will  siq)port  the  following  target  environment:  an  Intel  386  compatible  conqniter  running  MS- 
Windows  3. 1  with  a  Si^)erVGA  monitor,  hard  disk,  G3-ROM,  sound  board  and  ^>eakers. 

3.2  The  system  will  be  reasooabty  extensible  and  maintainable. 

3.2.1  The  system  will  be  designed  and  implemented  with  an  object-oriented  approach. 

3.2.2  The  system  wiD  be  designed  with  cohesive  modules  diat  are  co\q>led  in  a  well-defined  and  simple 
way. 

3.2.3  The  system  will  be  implemented  with  commonly  accq)ted  coding  practices. 

3.3  The  system  will  be  reascoablyusuable. 

3.3.1  Users  ahvacfyfimilar  with  MS-Windows  should  be  able  to  leam  how  to  use  die  system  effectively  on 
their  own  in  less  than  30  mmiit>^ 

3.3.2  Users  not  £mnlar  with  MS-^^iidows  should  be  able  to  navigate  the  system  widi  a  nmmnumaniouiit 
of  instruction  on  how  to  use  the  mouse  and  keyboard 

3.4  The  system  will  be  reasooabty  reliable. 

3.4.1  All  failures  win  be  classified  as  follows: 

Minor  The  failure  does  not  prevent  woikfipom  being  accomplished  in  a  convement  way. 

A/maying  The  failure  prevents  work  frnn  being  accomplished  in  a  convenient  or  natural  wqr. 

Work  can  still  be  accomplished 

Serious  The  fidlure  prevents  work  fiooi  being  aocomplisbed. 

VerySerious        The  failure  cause  prior  work  or  data  to  be  lost 

3.4.2  The  system  win  not  contain  any  known  faults  that  lead  to  serious  or  very  serious  Mures. 
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3.4.3      The  system  will  be  tested  tbrou^  unit  testing,  integration  testing,  and  system  testing. 
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OuR-TOWN™  Information  Service 

Planned  System  Features 


MULTIMEDIA  DATA 

■  Full-motion  video 

■  Sound 

■  Still  photographs  and  slide  sequences 

■  Full  text  descriptions 

■  Voice  recognition  and  speech  synthesis 

SYSTEM  QUERY  CAPABIUTIES 

■  Search  on  Activity,  State,  City,  Region,  Price,  etc. 

■  OuR-TOWN  Travel  Planner'™,  an  interactive  service  using  artificial 
intelligence  to  assist  with  trip  planning 

■  Advanced  search  capabilities 

-     Spatial:  specify  locations  of  state  welcome  centers,  attractions  and  points 
in  time,  among  others. 

NETWORK  SERVICES 

■  On-line  access  bixn.  anywhere  within  the  United  States 

■  World-wide  access  through  the  Internet 

■  Designed  to  be  linked  with  similar  systems  in  Canada,  Europe,  the  Pacific 
Rim,  and  Afiica. 

■  Access  may  also  be  possible  throu^  existing  services. 

l                            J 

BUSINESS  SERVICES 

■  Travel  agencies  have  access  to  adxlitional  information  on  each  attraction  such 
as  commissions,  tours,  etc. 

■  Business  owners  have  the  ability  to  change  their  own  information  to  indicate 
special  events,  rates,  etc. 

■  Statistics  on  consumer  demographics  and  professional  inquiries  will  be 
provided  quarterly  and  annually. 

■  Business  owners  have  access  to  specialized  tourism  development  programs. 

H 
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OuR-TOWN™  Information  Service 

Plcamed  System  Features 


MULTIPLE  USES  OF  DATA 


Enhance  existing  tourism  marketing  materials  such  as  stale  brochures  and 

travel  guides. 

Supplement  other  State  tourism  information  systems  such  as  kiosks. 

Demonstrate  quahty  of  life  factors  to  businesses  thinking  or  relocating  to  a 

community,  region  or  state. 

Indicates  the  level  of  community  involvement  in  the  tourism  industry. 


CD-ROM  PRODUCTS 


Produce  CDs  targeted  at  conventions,  meetings  and  other  special  events  that 
can  highlight 

Customize  CD-ROMs  for  niche  markets  Uke  ranches,  bed  and  breakfasts, 
festivals,  etc.  and  included  in  targeting  marketing  campaigns. 


USER  SERVICES 


Updated  events  calendar 

Fax-back  services  hmn  users  to  travel  agencies  for  booking  reservations. 

Highway  condition  advisories  and  route  planning 

State  Department  Travel  Advisories 

Weather  and  odier  environmental  information 


CUSTOMER  FEEDBACK 

■  Anonymous  feedback  to  business  owners  about  expeneaces,  good  or  bad. 

■  Provide  e-mail  from  users  to  travel  agents 

■  All  users  can  suggest  Improvements  to  OuR-TOWN^"  via  e-maiL 
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STATEMENT  OF  PATRICK  V.  MURPHY, 

ACTING  ASSISTANT  SECRETARY  OF  TRANSPORTATION 

FOR  AVIATION  AND  INTERNATIONAL  AFFAIRS 

BEFORE  THE 

SUBCOMMITTEE  ON  PROCUREMENT,  TAXATION  AND  TOURISM 

HOUSE  COMMITTEE  ON  OMAIX  BUSINKSS 

LAS  VEGAS,  NEVADA 

MARCH  14,  1994 

Th«  secretauTT  of  Transportation,  Federico  Pefia,  welcones  the 
Interest  of  the  Subcononittee  in  the  International  aviation 
negotiating  process.  Because  this  program  is  within  my  imaediate 
area  of  responsibility,  he  has  asked  me  to  provide  this 
testimony.  We  are  pleased  to  have  this  opportunity  to  tell  you 
how  more  communities  throughout  the  United  States  can  contribute 
thoir  views  to  this  important  activity.  Already,  many  municioal 
leaders,  business  groups  and  airport  officiale  have  given  us 
valuable  input,  and  we  look  forward  to  expanding  our  sources  of 
this  information. 

It  is  important  to  keep  in  mind,  as  we  go  through  the  various 
oapecte  of  this  program,  that  this  Administration  seeks  to 
maximize  opportunities  for  new  international  air  aorvlca   We 
recognize  the  important  contribution  that  tourism  and  business 
travel  make  to  our  national  economy.   Foreign  visitors  bring  with 
them  a  substantial  contribution  to  our  international  balance  of 
payments  as  well. 

There  are  two  ways  that  new  international  passenger  end  oara© 
services  can  be  brought  about.  As  your  chairman  noted  in  his 
request,  right,  to  perform  international  air  service  have 
traditionally  been  negotiated  by  the  governments  of  the  countries 
involved.  The  negotiations  are  nearly  always  bilateral.  Each 
country',  delegation  seeks  rights  for  its  flag  carriers  to  serve 
desired  routes  between  the  two  countries  (andT  m  some  caa.o!  to 
serve  third-country  points  between  and  beyond  those  countries i 
Charter  service  rights  also  are  negotiated  bilaterally;  these  * 
usually  are  broad  rights  to  serve  between  any  point  in  one 
country  to  any  point  in  the  other. 

Customarily,  negotiations  produce  a  written  agreement  which  seta 
out  the  rights  and  responsibilities  of  the  parties.  An  agreement 
usually  continues  in  effect  until  the  parties  agree  to  amend  it 
or  until  one  country  exercises  its  right  to  terminate  the      ' 
agreement.  Some  of  our  bilateral  agreements  have  bean  in  effect 
since  soon  after  World  War  TT,  with  only  occasional  amendments! 

It  is  not  always  necessary,  however,  to  have  an  agreement  in 
order  to  have  air  service,  and  in  smaller  aviation  markets,  the 
United  States  and  its  partners  work  harmoniously  under  comity  and 
reciprocity.  He  currently  have  air  service  relationships  with 
about  100  countries  and  have  formal  agreements  ("bilaterals") 
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with  three-fourths  of  them.  And  where  we  do  have  agreements,  it 
still  is  possible  in  some  cases  to  authorize  air  services  beyond 
those  provided  for  in  the  agx-eeaents,  oither  on  fin  ad  hoc  agreed 
basis  or  under  procedures  established  at  DOT  that  I  will  come  to 
in  a  moment. 

Hqv  Agreements  Are  Meaotiated 

The  Congress  has  always  been  sensitive  to  the  impact  of  aviation 
negotiations  on  interests  of  many  groups.  The  Federal  Aviation 
Act  sets  out  many  of  the  negotiating  goals  that  should  be  before 
us  in  oxir  dealings  with  our  aviation  partners.  These  include 
increasing  the  number  of  U.S.  gateways  and  other  objectives  aimed 
at  promoting  competition  and  expanding  international  air  service 
(section  1102(b)  of  the  Act). 

The  Act  also  expressly  provides  that  we  and  our  colleagues  in  the 
Department  of  State,  with  whom  we  prepare  and  conduct  U.S. 
bilateral  negotiations,  shall  consult  with  affected  groups 
(section  1102(c)).  Before  every  negotiation  (there  are  more  than 
50  bilateral  meetings  each  year) ,  we  gather  all  the  propoeale  and 
requests  we  have  received  that  pertain  to  our  relations  with  that 
country.  To  be  sxire  we  are  up-to-date,  we  inform  the  airline 
industry,  airports,  labor,  and  others  that  have  expressed 
interest,  of  upcoming  talks.  Ke  ask  them  to  tell  us  their 
current  views,  in  letters  and  in  pre-negotiation  meetings.  Many 
communities  and  airports  advise  us  through  organi^^tttions  such  aa 
the  Airports  Council  International-North  America  (ACI-KA)  and 
U.S.  Airports  for  Better  International  Air  Service  (USA-BIAS). 
We  also  receive  input  directly  from  state  aviation  departments, 
municipal  governments,  chambers  of  commerce  and  other 
organizations. 

We  distill  all  of  this  input  into  a  negotiating  position,  drafted 
by  the  Department's  International  Aviation  staff  and  coordinated 
with  the  Department  of  State.  This  distillation  is  important, 
because  not  all  commenters  view  the  negotiation  from  the  same 
perspectlvo,  and  every  negotiating  objective  must  be  evaluated  in 
light  of  all  relevant  comments.   For  example,  the  prospect  of 
service  at  a  proposed  new  gateway  might  seem  extremely  desirable 
to  negotiatoro,  but  if  no  airline  indicates  it  would  serve  that 
point,  its  inclusion  in  the  approved  routes  would  be  questionable 
in  light  of  more  valuable  negotiating  objectives. 

In  recent  years,  recognizing  the  dynamic  nature  of  the  air 
transportation  industry,  negotiators  have  sometimes  agreed  on  a 
certain  number  of  cities  to  be  served  by  carriers  of  one  country 
in  the  territory  of  the  other;  the  choice  of  cities  in  each 
country  is  left  for  later  selection  by  the  government  of  the 
other,  without  the  need  for  further  talks. 
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That  is  an  overview  of  the  negotiating  process.  Not  all 
negotiations  are  about  new  services,  of  course.  Sone  meetings 
concentrate  on  Issuew  such  aa  the  amount  of  service  on  a  given, 
established  route;  on  pricing  issues;  on  services  to  third 
countries;  or  on  problems  experienced  by  one  country's  airlines 
doing  business  in  the  territory  of  tha  oth«<r.   Some  negotiations 
are  completed  only  after  several  rounds  of  talks.   Some  (e.g., 
with  Japan)  can  be  thought  of  as  continuing  for  decades  without 
nearing  completion,   in  sume  ways,  air  transportation  is  much 
like  other  forms  of  international  trade. 

The  most  successful  negotiations  are  thoee  where  both  countries 
seek  new  service  opportunities  and  encourage  competition.  These 
almost  always  produce  expanded  agreements  that  benefit  airlines, 
communities  and  consumers.   UnTortunately,  many  recnnt 
negotiations  have  been  brought  about  by  our  foreign  partners' 
desire  to  shield  their  flag  carriers  from  stronger  U.S. 
competition  during  the  recessionary  period  that  persist-.s  in  many 
markets  outside  the  United  States.  We  resist  such  pressures  to 
the  maximum  possible  extent,  and  sometimes  a  foreign  government 
will  renounce  its  agreement  with  the  United  states  rather  than 
accept  expanded  services.   France  terminated  its  air  transport 
agreement  with  the  U.S.  effective  last  year. 

Increasingly,  both  users  and  providers  of  air  services  have 
complained  that  negotiating  aviation  agreements  on  a  country-by- 
country  basis  is  no  longer  responsive  to  Uieir  needs  and  is  not 
in  keeping  with  the  global  evolution  of  the  air  transport 
industry.  Secretary  Pefia  has  been  seeking  to  broaden  the  scope 
of  negotiations  with  the  objective  of  achieving  world-wide 
liberalization  of  international  aviation  markets.  We  will  look 
for  appropriate  multilateral  partners,  such  as  the  European 
Union,  with  which  we  can  attempt  to  negotiate  a  more  liberal, 
competitive  regime.  The  Department  will  continue  to  follow  the 
open,  public  comment  system  that  we  have  now. 

An  Alternate  Approach  to  New  Service 

As  you  can  see  from  this  description,  the  aviation  negotiating 
process  can  be  complicated  and  time  consuming,  and  for 
communities  looking  for  new  service,  frustrating.   Several  years 
ago,  a  number  of  U.S.  cities  began  to  press  for  an  alternative 
way  of  authorizing  new  air  services.  They  were  aware  of  cases 
Where  foreign  oarriere  aspired  to  serve  U.S.  communities,  which 
desired  such  service,  but  because  of  a  general  equiiibriuo  in  the 
bilateral  relationship  and  U.S. -carrier  satisfaction  with  the 
status  guo,  there  was  little  basis  for  opening  a  negotiation. 
These  communities  argued  persuasively  that  such  circumstances 
should  not  be  permitted  to  stand  in  the  way  of  new  service,  so 
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long  a*  ftn  otherwise  positive  aviation  relationship  was 
established  with  the  homeland  of  the  foreign  carrier  that 
required  new  authority. 

To  respond  to  these  service  needs,  while  preserving  the  United 
States'  ability  to  aohiave  and  maintain  its  policy  objectives, 
the  Department  of  Transportation  established  criteria  for 
awarding  extra-bilateral,  foreign-carrier  authority  for  new 
pausenger  services  to  otherwise  underservAd  U.S.  communities. 
These  criteria,  determined  after  requesting  and  considering 
comments  from  all  interested  parties,  can  be  briefly  summarized 
as  follows: 

First,  the  proposed  city  pair  market  must  lack  existing  nonstop 
or  single-plane,  one-stop  service.   If  the  proposal  is  for  new 
nonstop  service,  the  market  must  lack  existing  nonstop  service. 

second,  there  must  be  a  liberal,  prooompetitiva  aviation  regime 
in  place  with  the  applicant  carrier's  homeland.  Without  going 
into  great  detail,  let  me  just  say  that  this  essentially  means  an 
absence  of  limitations  on  U.S.  air  carriers'  ability  to  conpata 
in  the  foreign  market,   obviously,  a  foreign  government  that 
interferes  with  our  airlines'  business  decisions  on  market  entry, 
frequency  of  service,  pricing  and  so  forth,  should  not  expect  to 
have  extra-bilateral  access  to  the  U.S.  market  under  these 
criteria. 

In  addition,  the  services  authorized  in  this  way  are  subject  to 
several  public-interest  conditions:  The  authority  should  not  be 
used  to  promote  direct  service  between  the  United  states  and 
third  countries;  the  service  should  be  instituted  within  90  days 
after  it  is  authorized  ( — not  "banked**  so  as  to  deter  other 
potential  entrants) ;  the  authority  is  issued  in  the  form  u£  a 
one-year,  renewable,  exemption  authority,  to  provide  a  periodic 
opportunity  for  the  Department  to  confirm  that  the  bases  for  the 
original  award  remain  valid. 

There  have  been  eight  grants  of  extrabilateral  authority  under 
these  criteria  since  they  were  adopted. 

While  we  are  pleased  with  the  successes  we  have  achieved,  both  in 
negotiations  and  through  the  extra-bilateral  services  we  have 
authorized,  we  are  by  no  means  complacent.  The  Department  of 
Transportation  will  welcome  suggestions  and  proposals  for  new 
international  air  service,  and  will  be  pleased  to  explore  new 
ideas  with  you  and  with  your  constituents.  Because  of  the  wide 
range  of  bilateral  circumstances  that  exist  in  the  aviation  world 
today,  I  would  encourage  those  with  such  proposals  to  make  their 
first  contact  with  the  experts  in  our  Office  of  International 
Aviation.  Wa  will  look  forward  to  having  opportunities  to  work 
with  you  in  this  important  area.  Thank  you. 
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0000  MrxaoNS. 

m  NAME  IS  DENNIS  STEIN.      I  AM  PRESIDENT  AND  CHIEF  EXBCUTIVE  OFFICER  OF 
THE  NEV7MA  DEVELORIENI  NJOVRm. 

IWSNK  VOJ  PCR  INVrriNC  ME  TO  BE  HEE?E  TODAY  TO  TEU.  YOU  ABOUT  NDA'S  RdU: 
IN  DIVERSIFYIM3  TOE  BOCNOC  OF  SOUIHERM  NEVADA. 

NEVADA  DEVELOeCNr  AUIHCRTIY  IS  A  FKrVAaB,  NON-PROFIT  BUSINESS 
CRGANIZATION  WHICH  POSTEKS  AND  PRCTCTES  BOCNCMIC  DIVHSIFICATICN  IN  SOUIHESN 
NEVADA.      THE  CKSANIZATION  ALSO  OdLUECTS,  CRGANIZES,  REFRXUCES  AND 
DISSEMINATES  INFCROTICN  FCR  OHE  PURPOSE  OF  IMFfOVING  SOCIAL,   BOCtKMIC  AND 
BUSINESS  OCMDITIONS  IN  IHE  AREA. 

A  K70CR  TtCET  OF  IHESE  DIVERSIFICATICN  FPOSO'iG  IS  IHE  CONTINUED 
CeVELOmENI  AND  EXBANSICN  OF  INTERNATICNAL  TRADE  IN  THE  GKEATEK  LAS  VBSAS 
AREA.      INCREASING  EMPHASIS  IS  BEDC  PLACED  GN  WAYS  TO  INCREASE  IHE  EXPCRT  OF 
NEVADA  0CC06  AS  HEUL  AS  TO  EMOOURAGE  THE  E?IABLISHME>n'  OF  FACILITIES  OF 
FCREIGN-BASa>  FIFMS  IN  THE  IAS  VBSAS  AREA. 

Need's  ojnarER  calls  fcr  rr  to  ESiVkBLiSH,  operate  and  maintain  one  cr  mcre 

FEDERALLY  APIWWED  FOREIGN  TRAIffi  ZONES  WITHIN  NEVADA  PCR  THE  E«?POSE  OF 
ENHANCmG  EQCNCMIC  AND  BUSINESS  COmmatfS,  AND  EXPAMDINS  INTEIQIAnONAL  TE^ADE 
OPPCRTUNmES  FCR  THE  BUSINESS  AND  CmZEMS  OP  THE  SIATE. 

IN  1986,  FCREiai  TRADE  ZCNE  #89  HAS  ESCAELISHED  BY  THE  U.S.  SECRETARY  OP 
OCmBVS  WITH  NDA  BEINS  THE  UCaiSEE.     THE  VTi  IS  9IAFTNG  IAS  VBSAS  DflD  AN 
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INTEEWsnCNAL  BUSINESS  DESTINATION.     THE  CITY  IS  ALREADY  tXVG  THE  LARGEST 
HCRLO  CEKTERS  PCR  TOADE  OCNVQTOLONS  AND  EXKtBrnONS,  AND  WITH  THE  MANY 
BEKEFITS  OFFERED  BY  TOE  KKE,  THIS  GROWIH  WILL  BE  GREMLY  ENHANCED.     THE  LAST 
SIX  VBSRS  HAVE  FRXUCED  DRAMATIC  INCREASES  IN  LEVELS  OF  tCnWKTED  AND/OR 
MAN?£Q>  OFGRATCR  SPACE  IN  FTZ  #89,   ERCM  TOE  INITIAL  5,000  SQUARE  FEET  IN  1986 
TO  OVER  200,000  SQWARE  FEET  OOCUPUD  IN  1993.     THERE  ARE  22  INTEPNAITONAL  AND 
VOfE  THAN  35  DCHESITC  CCMPANIES  OONSULTING  VOTO  AND  UTTUZING  THE  PCREIGN 
TRADE  ZONE. 

m::  carran  iniqqiaticnal  airpgrt  plays  an  ever  expanding  rxe  in  toe 
jjevelcpment  of  the  business  0cm4unity.    its  ikpcreance  to  the  tourism  and 
ocnvention  samnt  c*"  the  booncmy  is  well  documented.    its  xmpcriance  to  oihbr 
seasBrrs  of  toe  booncmy  is  perhaps  not  as  well  DcajtsifTS),  bvt  is  just  as 

REAL,     the  OOKVENIENGE  OP  EASY  ACCESS  TO  VC  CARRAN  AND  THE  GREAT  NCMBBR  CP 
FUGHIS  OCNNECnNS  IAS  VEGAS  TO  MSST  MAJOR  U.S.  MARKETS  ARE  TOPCREANI  SALES 
lOOCS  IN  MARCETINS  SOUIHS^f  NEVADA.     RBCan*  EFFCRTS  FOCUSED  ON  ATIRACTING 
DIREXn*  FLKSQS  DTIO  LAS  VEGAS  FROM  OVERSES^  HAVE  BEEN  VERY  ENOOURAGING. 
FOREIGN  CARUSS  CITE  THE  EXTJ^TENCE  OF  AN  ON-AIRFCRT  FTZ  AS  AN  IMPCRQ^NT 
FACTOR  IN  THEIR  ANALYSIS  OF  NEW  U.S.   BOOTES.     AN  EXPANDED  ZONE  WITO  "INSIDE 
THE  FEMCE"  ACCESS  FCR  IHESE  CARRIERS  WOULD  SIGNIFICANILY  ENHANCE  EFPCRTS  TO 
ATTRM:?!  THESE  CARRIS«5  INIO  THE  IAS  VB3AS  MARKET. 

WITH  THIS  IN  MIND,  NDA'S  CUPRENI  GOALS  JNOJUDE  THE  EXPANSION  OF  FTZ  #89 
TO  IHCT/iPE  VC  CARRAN  INTERNATICIAL  AIRPORT  (TOE  APPLICATION  IS  PENDING  WITO 
APraOVAL  EXPBCnD  IN  IHtS  QUARTER  OF  1994)  AND  TO  INCREASE  TOE  USE  OF  TOE 
EKFIRE  LAS  VBSAS  FOREIGN  TRADE  ZONE. 

THROUGH  EXPANSION  OF  TOE  ZCNB  BOUNDARIES,  AS  FROSQGa),  TOE  ESTAHLISHIQfr 
OF  AOOmONAL  BUSINESS  OE>EE»TICNS  IN  TOE  IAS  VBSAS  AREA  NUI.  BE  EXPEDTUD, 
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RESULTING  IN  ADDITIONAL  CAPITAL  INVEJIMOn'  AND  TOE  CREATION  OF  NEW  JOB 
OPPOimJNITIES,   BOTH  WTIHIN  AND  OUTSIDE  TOE  FOREIGN  TRADE  ZONE.     TOE  EXPANSION 
OF  ZONE  BOUNDMUES  WHi  MOT  RESULT  IN  A  NEED  TOR  ANY  ADomCNAL  WTRT.TC 
INVESTMENT,   NCR  WILL  THERE  BE  ANY  ADVERSE  ENVTRDNMOraAL  IMPACTS  AS  A  RESULT  OP 
THIS  ZONE  EXPANSION. 

NEVADA  DEVELOPMENT  AUnCRTIY  IS  AN  ACTIVE  MEMBER  OF  TOE  TOURISM  & 
BUSINESS  DEVEIOFMENr  COUNCIL  OF  SOUTHERN  NEVADA  WHICH  INCLUDES  REPRESENTATIVES 
PKM  CLARK  OOUNW  DEPARIMENr  OF  AVIATION,  IAS  VBSAS  OCNVENTION  &  VISITCRS 
AUnCRTTY,   CLARK  OOUNIY  CCfWUNTTY  RESOURCES,   NEVADA  OCMMISSIONS  ON  EDCWCKrc 
DEVELDEMENT  AND  TOURISM  AND  TOE  OTTTCE  OF  TOE  LEEUTENANP  GOVERNCR.     TOE 
COUNCIL  WAS  PCfMH)  TO  POSTER  AN  EFFBCTIVE  WCRKING  REIATICNSHIP  BETWEEN  TOE 
T0URIS^VGAMIN3/RE^aR^  INEUSIKY,   BOCNCMIC  DEVELOPMENr  ORGANIZATIONS  AND 
TOANSPCRIATICN  SERVICE  DEVELXS^ffiNI  INTERESTS;  TO  IWaOTE  AND  FOSTER  TOE 
DEVELOPMENT  OF  SOUIHErai  NEVAEJA  AS  A  BUSINESS  AND  INDUSTRIAL  CENTER;   ENOOURASE 
THE  raVElCFMENT  OF  THE  LAS  VEX3AS  TERRTICRY  AS  A  WORLD  CLASS  RESCRT 
ISSTIKATION;  FRCMOTE  LOCAL,   NATIONAL  AND  INTERNATIONAL  AWARH«SS  OF  TOE  LAS 
VEGAS  IHOUTCRf  AS  A  KXHD  CLASS  RESCRT  DESTINATION;  AND  TO  ESTABLISH  A 
FBSXSiMi  TO  MDNITCR  AND  REPORT  ON  LBGISIATION  AFFECTING  HJSINESS  DEVELCfMEMT 
AND  TOURia<. 

NDA  IS  OCMtnTED  TO  OCNITNUING  ITS  EFTCRT  TO  PROVIDE  NEW  Al©  DIVERSIFIED 
JOB  OPPCKnjNTTIES  FOR  TOE  CITIZENS  OF  SOUIHERN  NEVADA  AND  APFRBCIATES  TOE 
SUPPCRT  TOAT  WE  RECEIVE  F«CM  OUR  ELECTED  OFFICIALS  AM)  TOE  OTOER  MQffiEIS  OF 
THE  OCMMUNIT5f.     OUR  JOINT  EFPCRTS  HAVE  ATIRACTED  MANY  FINE  COMPANIES  TO  OUR 
AREA  Ai©  ALLOMO)  PCR  OGMPLETnON  OF  OIHH?  SPEJCIAL  PRDOBCTS, 

THE  PCEDLIC/ERIVATE  PAFONERSHIP  TOAT  BOSIS  IN  SOUIHERN  NEAOVDA  MJST  REMAIN 
STRONG.      raiS  IS  TOE  FCUNDATICK  UPON  VWICH  OUR  BOCNCMY  WILL  OCNTINUE  TO  BUllD 
AND  IS  TOE  BASIS  OF  THE  STATE'S  PRO  BtBINESS  ATTITODE  WaCH  IS  A  KEY  ADVANTAGE 
IN  ATIRACTING  TOE  OCMPANIES  WE  ATTIVELY  RBCKUIT.     CUR  EIDCTED  OTTTCIALS  Ah© 
PUBLIC  LEADERS  ARE  ACCESSIBLE  AND  RECEPTIVE  TO  NEW  BUSINESS  AND  INDUSIRY  WHICH 
MAKES  NEVADA  UNIQUE  AtCNG  MANY  OF  ITS  OCMPETITCR  SIMES, 

'lOUb'iHhK  WE  ARE  WXDtS  k  DIFFERENCE. 
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Chairman  Bilbray  and  Members  of  the  Sub-Committee: 

Good  Morning  and  thank  you  for  inviting  me  to  testify  before  you 
today.  Your  mission  is  an  important  one,  and  I  shall  try  to  make  my  remarks 
as  pertinent  and  practical  as  the  words  of  wisdom  offered  by  my  colleagues 
from  the  Las  Vegas  Convention  and  Visitors  Authority  and  McCarran 
International  Airport. 

International  tourism  marketing  has  been  a  well  known  subject  to 
Nevada  for  many  years.  Long  before  the  State  of  Nevada  and  the  Las  Vegas 
Convention  and  Visitors  Authority  became  partners  in  1987,  opening  the 
first  co-operative  overseas  office  in  Tokyo,  Nevada  tourism  officials  reahzed 
the  important  role  that  international  visitation  would  play  in  our  economic 
future. 

Today,  I  am  not  going  to  provide  statistics  on  international  tourism, 
since  our  able  partners  from  Las  Vegas  and  from  the  United  States  Travel 
and  Tourism  Administration  will  provide  that  service.  Rather,  I  will  discuss 
some  of  the  philosophical  issues  related  to  overseas  marketing,  and  I  will 
offer  some  suggestions  of  what  action  the  committee  might  take  to  assist  all 
states  in  their  efforts  to  attract  visitors  from  foreign  countries. 

First,  there  is  the  issue  of  the  federal  government's  inconsistent 
support  of  international  tourism.  Various  agencies  often  act  unilaterally  on 
matters  of  concern  to  international  tourism,  without  the  benefit  of  a  well- 
defined  federal  policy.  Many  of  those  acts  discourage  foreign  visitation. 
Tourism  visas  are  not  always  issued  expeditiously;  there  are  no  multi-hngual 
signs  at  most  federally-managed  parks  and  attractions;  there  is  a  virmal 
prohibition  of  U.S. -based  post-secondary  student  internships  by  foreign 
nationals  seeking  to  learn  from  our  tourism  promotion  experiences.  Funding 
that  would  enable  the  United  States  Travel  and  Tourism  Administration  to 
continue,  let  alone  expand  its  important  work  has  been  grossly  inadequate. 
Indeed,  the  budget  for  promoting  Las  Vegas  is  three  times  that  of  the 
USTTA,  which  is  charged  with  presenting  the  entire  nation  to  the 
international  traveling  public. 

The  President  and  the  Congress  need  to  identify  and  inventory  all  of 
the  international  tourist  contact  points  touched  by  the  federal  government. 
Both  the  President  and  the  Congress  then  need  to  provide  a  clear  and 
consistent  statement  of  policy  to  each  affected  federal  department  on  a 
regular  basis. 
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As  you  know.  Commerce  Secretary  Brown  now  heads  the  Tourism 
Policy  Council  (TPC).  This  is  the  appropriate  forum  to  begin  this  important 
task  at  the  executive  level.  But  the  Congress  also  needs  to  reinforce  the 
goals  of  the  TPC  through  its  leadership  and  committee  structure.  Only 
through  an  examination  of  the  existing  and  prospective  international  tourist 
contact  points,  and  having  an  understanding  of  the  significance  of  what  is 
being  accomplished,  can  meaningful  progress  be  achieved. 

Secondly,  continued  support  for  the  USTTA  and  its  newly  identified 
purposes,  which  go  well  beyond  its  traditional  international  marketing 
mission,  is  necessary.  This  includes  rural  and  multi-cultural  tourism 
promotion,  TPC  staffing,  and  emergency  funding  for  disaster  relief.  Never 
in  its  history  have  the  goals  of  this  agency  been  so  conscientious,  tangible  or 
significant. 

I,  with  my  counterparts  from  California,  Oregon  and  Washington,  met 
with  Undersecretary  Greg  Farmer  at  length  this  past  week,  and  we  have  had 
occasion  over  the  past  year,  to  become  acquainted  with  most,  if  not  all,  of 
the  new  USTTA  executive  staff.  I  find  them  all,  and  especially 
Undersecretary  Farmer,  to  be  responsive,  motivated  and  rightfully  concerned 
about  the  future  of  inbound  US  tourism.  It  is  my  sincere  hope  that  this  sub- 
committee in  particular,  and  Congress  in  general,  will  provide  the  necessary 
support  and  encouragement  to  this  small  but  energetic  and  vital  agency  so 
that  it  may  carry  out  its  mission  with  confidence. 

Thirdly,  I  would  like  to  comment  on  the  recently  announced  White 
House  Conference  on  Travel  &  Tourism,  a  concept  the  caucus  and 
Congressman  Bilbray  has  long  supported.  This  convention  will  be  the  most 
effective  device  possible  to  unite  and  coalesce  the  various  disciplines  in  the 
nation's  travel  and  tourism  industry  -  but  only  if  it  is  given  a  chance. 
Governor  Miller  has  written  to  the  President  in  support  of  the  conference, 
and  I  have  met  with  Congressman  Oberstar,  all  members  of  the  Nevada 
delegation  and  with  my  colleagues  in  and  out  of  the  public  sector  to  stoke 
the  coals  under  this  landmark  initiative. 

The  tourism  industry  in  the  United  States  is,  for  the  most  part, 
comprised  of  many  small  businesses,  and  a  few  large  ones.  The  large 
corporations,  such  as  airlines  and  hotel  chains,  tend  to  focus  on  specific 
airline  and  hotel  issues,  rather  than  the  issues  of  the  much  larger  and  more 
varied  "tourism"  industry.  The  result  is  that  tourism  often  lacks  a  unified 
national  voice,  or  significant  clout  in  and  out  of  Washington. 
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Considering  the  number  of  people  employed  in  the  industry;  the 
economics  of  travel  and  tourism;  and  the  tourism  growth  potential  in  an 
increasingly  friendly  world;  the  lack  of  strength  is  astounding.  The  White 
House  Conference  can  be  the  vehicle  which  gives  focus  and  direction  to  the 
combined  leadership  of  the  many  diverse  segments  which  comprise  the 
tourism  industry,  and  provides  the  fuel  for  pragmatic  expansion  of  the 
marketing  resources  that  the  United  States  applies  abroad.  It  also  can  help 
set  and  organize  the  agenda  for  the  Tourism  Policy  Council  over  the  next 
twelve  months. 

As  chair-elect  of  the  seven-state  Visit  USA  organization,  which 
includes  Alaska,  Arizona.  California,  Hawaii,  Oregon.  Nevada  and 
Washington,  and  as  a  person  who  has  produced  several  dozen  statewide, 
regional,  and  national  conferences,  I  look  forward  to  assisting  in  the 
planning  and  execution  of  this  crucial  component  of  our  nation's  tourism 
infrastructure. 

I  also  want  to  touch  upon  an  existing  program  which  will  undoubtedly 
have  international  implications  at  some  point  in  the  near  future.  I  am 
speaking  of  the  Golden  Eagle  Passport,  the  one-price  admission  ticket  to  the 
national  park  system,  which  recently  won  approval  from  congress  to  be 
consigned  for  sale  through  travel  agencies  and  tour  organizations. 

At  a  hearing  before  the  National  Parks  and  Public  Lands 
Subcommittee  of  the  House  Interior  and  Insular  Affairs  Committee  in  July 
of  1992, 1  presented  testimony  to  Chairman  Vento  and  others  on  the 
prospective  international  implications  of  extending  the  Golden  Eagle 
Passport's  distribution  into  foreign  markets.  I  suggested  that  a  system 
similar  in  structure  to  that  of  the  Eurailpass  be  instituted,  whereby  an 
inbound  foreign  traveler  could  purchase,  in  advance  and  for  the  duration  of 
his  or  her  visit,  a  passport  that  would  allow  admission  to  all  federal 
attractions,  and,  at  least  in  the  case  of  Nevada,  admission  to  many  of  the 
state  and  local  attractions  as  well. 

This  state/federal,  public/private  partnership,  I  surmised,  would  help 
to  position  our  nation's  cultural,  historic,  scenic  and  recreational  resources  as 
readily  accessible  and  a  source  of  pride  for  the  American  public.  My  office 
is  currently  finalizing  sales  of  our  precursor  to  this  international  marketing 
program,  the  Discover  Nevada  Bonus  Book,  which  will  be  released 
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domestically  in  late  April.  We  expect  to  be  able  to  offer  the  Bonus  Book  in 
Canada,  the  United  Kingdom  and  Germany  by  early  1995. 

In  conclusion,  I  want  to  thank  Chairman  Bilbray  and  the 
Subcommittee  for  including  the  Nevada  Commission  on  Tourism  on  its 
agenda,  and  I  hope  that  the  members  find  my  testimony  useful  in  achieving 
your  goals.  I  will  now  answer  any  questions  you  have. 

Thank  you! 


231 


•  ■  THE  '^j 
FORUM  SHQPS 


<A<iAfti 


Prepared  for 

SUBCOMMITTEE  ON 

PROCUREMENT,  TAXATION 

& 

TOURISM 

Field  Hearing 
March  14,  1994 


232 


#the\ 

FOfUM  SHOPS 


<A<SAtti 

FACT  SHEET 

The  Forum  Shops  at  Caesars 
Las  Vegas,  Nevada 


NAME: 


LOCATION/ 
ADDRESS: 


ACCESS: 

PROJECT  TYPE: 

PROJECT  SIZE: 
GRAND  OPENING: 
STORES: 


INTERNATIONAL 
MARKET  APPEAL: 


SALES  PERFORMANCE: 


THE  FORUM  SHOPS  AT  CAESARS 

Las  Vegas  Blvd.  South  at  Caesars  Blvd. 

3500  Las  Vegas  Blvd.  South 

Las  Vegas,  NV  89109 

(Located  on  the  Las  Vegas  Strip  on  the  grounds  of  Caesars  Palace.  The 

project  is  connected  to  Caesars  Palace  on  the  noith  side  at  the  Olympic 

Casino.) 

Site  is  just  north  of  the  "Four  Comers"  (Las  Vegas  Blvd.,  South  at 
Flamingo  Rd.),  one  of  the  busiest  and  most  famous  intersections  in  the 
world.  Site  is  five  minutes  from  the  I-15AJ.S.  95  interchange. 

Specialty  retail  and  upscale  complex  reminiscent  of  Madison  Avenue, 
Rue  Faubourg  St.  Honore,  Rodeo  Drive  and  the  Via  Condotti.  Shoppers 
experience  a  sensation  of  elegance,  opulence,  beauty  and  entertainment. 

240,000  square  feet  (gross  leasable  area) 

May  1,  1992 

Over  70  specialty  retailers  and  upscale  restaurateurs,  including  Louis 
Vuitton,  Plaza  Escada,  Gucci,  Guess,  Gianni  Versace,  AnnTaylor  and 
Spago. 

Over  one-third  of  the  retailers  enjoy  an  international  appeal,  with  several 
having  headquarters  or  factories  in  other  countries.  Name  recognition 
plays  an  important  role.  Ninety  percent  of  The  Forum  Shops  retailers 
are  represented  by  personnel  who  speak  a  second  language. 

The  Forum  Shops  will  depend  highly  on  the  international  consumer  for 
future  sales  increases,  with  an  emphasis  on  Japanese,  Mexican,  European 
and  Canadian  markets. 

Twenty  percent  of  The  Forum  Shops  annual  sales  were  attributed  to 
international/foreign  purchases.  The  Forum  Shops  is  number  one  in  sales 
performance  in  the  corporate  portfolio. 


233 


TRAFFIC: 

SITE  ACREAGE: 
DEVELOPERS: 


ARCHITECTURAL 
DESCRIPTION: 


PROPOSED  EXPANSION: 


FUTURE  CORPORATE 

INTERNATIONAL 

FORECAST: 


Las  V^as  attracted  23.5  million  visitors  in  1993,  with  The  Forum  Shops 
hosting  90  percent  of  those  travelers.  Fifteen  percent  of  visitors  to  Las 
Vegas  were  foreign  -  14%  of  The  Forum  Shops  traffic  was  foreign 
tourists.  Greatest  volume  originates  from  Mexico  and  Japan. 

8.4 

A  joint  development  of  Indianapolis-based  Simon  Property  Group,  Inc., 
(formerly  Melvin  Simon  &  Associates,  Inc.  of  Indianapolis)  and  The 
Gordon  Company  of  Los  Angeles. 

The  interior  design  is  a  fantasy  recreation  of  an  ancient  Roman  Forum 
streetscape  with  classic  columns  and  arches.  Central  piazzas  feature 
ornate  fountains  and  classic  statuary. 

Ground  Breaking  -  Sununer  1994 
Completion  -  Spring  1995 

On  die  horizon  -  Simon  Property  Group,  Inc.,  sets  their  sites 
on  expansion  outside  of  the  United  States  -  Mexico  and  France. 


234 


THE  FORUM  SHOPS  AT  CAESARS 

Comprising  approximately  240,000  square  feet  of  leasable  space.  The  Forum  Shops  at  Caesars 
is  designed  to  be  the  'Shopping  Wonder  of  the  World,'  with  approximately  seventy  retailers  and 
restaurateurs  headquartered  in  palatial  splendor  at  Caesars  Palace  in  Las  Vegas. 

Opened  on  May  1 1 ,  1992,  the  shopping  attraaion  has  become  an  integral  part  of  the  bustling 
activity  in  the  Caesars  casinos,  adjoining  the  north  wall  of  the  Olympic  Casino.  The  Forum  Shops  is  a 
visual  as  well  as  retail  attraction.  Storefront  facades  and  common  areas  resemble  an  ancient  Roman 
streetscape  with  immense  columns  and  arches,  central  piazzas,  ornate  fountains  and  classic  statuary. 
Overhead,  on  a  barrel-vaulted  ceiling,  a  painted  sky  feature  emulates  the  beauty  of  the  Mediterranean  sky. 

Under  a  massive  domed  rotunda  at  the  apex  of  the  L-shaped  Forum  Shops,  the  Fountain  of  the 
Gods  recaptures  the  refinement  and  grandeur  of  a  Roman  Piazza.  In  another  piazza  is  the  Fountain 
Festival.  Here,  Bacchus,  god  of  merriment  and  wine,  hosts  a  party  with  Apollo,  Plutus  and  Venus  who 
join  in  an  astoundingly  realistic,  animated  robotic  feature  that  includes  lasers,  music,  dancing  waters  and 
sound  effects. 

Among  the  prestigious  tenants  are  Gucci,  Louis  Vuitton,  Escada,  AnnTaylor,  Boogie's  Diner, 
Gianni  Versace,  and  Guess,  as  well  as  Spago,  The  Palm  and  Stage  Deli. 

At  The  Forum  entrance  on  the  famed  Las  Vegas  'Strip"  is  the  brilliant  Quadriga  statue-four 
gold-leafed  horses  and  charioteer-and  five  heroic  arches,  an  ancient  symbol  of  great  achievement. 

Valet  parking  is  available  via  the  underground  traffic  tunnel  at  Caesars  Boulevard  (north 
driveway).  Self-parking,  immediately  west  of  the  shops,  is  provided  in  an  adjacent  parking  lot  and  in 
the  resort's  five-story,  free  covered  parking  facility. 

The  project  is  a  joint  development  of  Indianapolis-based  Simon  Property  Group,  Inc.,  and  The 
Gordon  Company  of  Los  Angeles,  two  of  the  nation's  leading  and  most  innovative  shopping  center 
developers. 
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Designed  by  Terry  Dougall,  president  of  Dougall  Design  Associates,  Inc.,  of  Los  Angeles,  The 
Forum  Shops  at  Caesars  was  constructed  by  Las  Vegas  based  Mamell  Corrao  Associates. 

The  Forum  was  constructed  on  Caesars  Palace  land  leased  by  the  developers,  who  bore  the  cost 
of  constructing  the  shopping  facility.  Interim  fmancing  was  provided  by  Yasuda  Trust  &  Banking  Co., 
Ltd.,  of  Los  Angeles. 
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SIMON  PROPERTY  GROUP,  INC. 

From  New  York  to  California,  Florida  to  Oregon,  there  is  one  name  that  has  become  synonymous 
with  shopping  center  development:  Indianapolis-based  Simon  Property  Group,  Inc.  Simon  owns  or 
manages  more  than  140  projects  with  more  than  65  million  square  feet  of  retail  space  in  thirty  states, 
including  community  centers,  regional  malls  and  mixed-use  developments.  The  company  is  also  active 
in  several  major  urban  redevelopment  projects. 

Simon's  role  in  the  shopping  center  industry  has  been  one  of  consistent  leadership  since  the 
company's  founding  in  Indianapolis  in  1960.  Two  brothers,  Melvin  and  Herb  Simon,  began  with  a  dream 
of  making  shopping  a  convenient,  enjoyable  experience.  This  philosophy  has  guided  Simon  as  it  has 
grown  and  adapted  to  America's  shopping  tastes.  Simon  now  ranks  as  the  second  largest  manager*  of 
shopping  centers  in  the  nation  and  also  second  in  development.** 

Simon's  success  is  legendary  because  of  its  dedication  to  creating  shopping  environments  which 
are  woven  into  the  fabric  of  the  communities  they  serve. 

"We  firmly  believe  that  our  shopping  centers  have  to  be  more  than  just  a  place  to  shop,"  says 
Melvin  Simon,  Chairman  of  the  Board. 

"Our  facilities  reflect  the  spirit  and  pride  of  the  area.  We  strive  to  be  good  neighbors  in 
communities  where  concerns  and  successes  are  shared." 

Recognition  has  followed  development.  Nearly  all  of  Simon's  major  centers  have  been  cited  for 
significant  contributions  to  their  respective  communities.  Simon  has  been  recognized  for  its  use  of 
minority  contractors  on  major  urban  projects  in  Indianapolis,  St.  Louis  and  Jersey  City,  NJ.  Local  and 
national  charities  have  benefitted  from  the  millions  of  dollars  raised  at  Simon  properties. 


•Source:  Monitor.  January,  1992,  and  National  Real  Estate  Investor.  May,  1992 

**Source:  Monitor.  January,  1992 
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Bnitd  States  Senate 

364  RUSSELL  SENATE  OFFICE  BUILDING 

WASHINGTON,  DC  20510-2804 

(202)  224-6244 


COMMERCE,  SCIENCE,  AN 

TRANSPORTATION 

ETHICS — CHAIRMAN 

INTELUGENCE 

ARMED  SERVICES 


Statement  by 
Senator  Richard  Bryan 

House  Committee  on  Small  Business 
Las  Vegas  Field  Hearing 

March  14,  1994 


I  am  sorry  my  schedule  causes  me  to  miss  this  hearing  today. 
I  wish  to  enter  a  statement  for  the  record  about  the  importance 
of  the  subject  and  offer  my 'assistance  wherever  possible  to 
advance  Nevada's  tourism  industry.  I  want  to  commend  Congressman 
Bilbray  for  calling  this  hearing  today  to  focus  on  avenues  to 
encourage  international  tourists  and  carriers  to  come  to  Nevada . 
I  am  pleased  that  representatives  of  the  Department  of  Commerce 
and  the  Department  of  Agriculture  could  present  their  agencies' 
policies  on  promoting  the  US  as  a  tourism  destination  and  how 
that  might  help  Nevada. 


Some  are  unaware  that  the  travel  and  tourism  industry  is  the 
2nd  largest  industry  in  the  US.   Its  importance  to  the  US  economy 
cannot  be  understated,  nor  can  its  importance  to  the  State  of 
Nevada.   However,  the  travel  and  tourism  industry  is  deceptively 
large.   The  economic  importance  of  the  industry  is  often 
overlooked  because  few  view  it  as  an  integrated  whole.   Instead 
it  is  thought  of  in  its  component  parts:  airlines,  railroads, 
passenger  ships,  hotels,  restaurants,  recreation,  etc.   The 
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greatest  challenge  we  elected  officials  have  is  to  encourage 
expansion  on  public-private  partnerships,  offering  the  private 
sector  a  number  of  opportunities  to  promote  their  products  abroad 
in  a  coordinated  umbrella  effort. 

During  my  tenure  as  Governor,  Nevada  aggressively  marketed 
tourism  and  the  investment  paid  handsome  returns .   Nevada 
established  a  Tourism  Commission  in  1983  to  strengthen  Nevada's 
economic  base  and  to  help  communities  throughout  the  state 
develop  as  vacation  and  business  destinations.   The  number  of 
visitors  to  Nevada  has  doubled  since  1983. 

In  1992,  Nevada  ranked  seventh  in  the  nation  in  overseas 
arrivals.   The  largest  number  of  international  visitors  comes  to 
Nevada  from  Western  Europe .   One  of  the  regions  we  should  pursue 
is  the  emerging  markets  of  Eastern  Europe.   Currently,  those 
countries  account  for  less  than  one  percent  of  the  international 
visitors  to  Nevada,  USTTA  and  USDA  could  be  helpful  in  providing 
us  with  research  and  technical  assistance  to  more  aggressively 
pursue  this  area  of  opportunity. 

In  spite  of  Nevada ' s  obvious  high  appeal  for  foreign 
visitors,  it  is  clearly  underserved  by  international  aviation. 
While  charter  flights  continue  to  attempt  to  fill  this  large  gap, 
and  have  proved  very  successful,  I  have  long  been  frustrated  by 
the  lack  of  direct,  scheduled  international  service  to  Nevada. 
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This  is  one  area  where  the  federal  government  needs  to  take 
strong,  assertive  action.   Scheduled  international  service  is 
largely  dictated  by  the  bilateral  agreements  negotiated  by  the 
federal  government  with  other  nations . 


Our  trade  representatives  must  be  aggressive  and  ambitious 
in  trade  negotiations.   The  United  States  represents  a  huge 
market  for  international  service,  and  Americans  travelling  abroad 
provide  enormous  benefit  to  the  countries  they  visit.   Sometimes, 
drastic  measures  are  necessary  to  ensure  that  the  United  States' 
interests  are  protected.   For  example,  the  United  States  appears 
to  have  won  a  major  victory  over  the  weekend  in  opening  the 
Japanese  cellular  phone  market  to  competition  from  American 
manufacturers,  specifically  Motorola.   It  is  instructive, 
however,  to  note  that  Motorola's  case  fell  on  deaf  ears  in  Japan 
for  nearly  a  decade,  until  the  Clinton  Administration  made  it 
clear  that  we  would  impose  sanctions  on  Japanese  products  if  no 
specific  agreement  could  be  reached.   This  is  the  type  of  tough 
negotiation  that  we  need  throughout  our  trade  policy,  including 
the  negotiation  of  aviation  bilaterals. 

Finally,  I  believe  it  is  incumbent  upon  the  federal 
government  to  take  a  closer  look  at  the  distribution  of 
international  gateway  service  between  regions  of  the  United 
States.   Like  so  many  other  federal  programs,  the  current 
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allocation  of  international  routes  is  an  historical  anachronism 
that  does  not  reflect  the  many  demographic  changes  in  America 
over  the  last  50  years.   The  fact  that  only  6  airports  account 
for  over  60%  of  all  international  gateway  traffic  shows  the 
unfair  concentration  of  these  valuable,  government  sanctioned 
economic  development  tools  in  only  a  few  hands.   Direct, 
scheduled  international  service  to  Las  Vegas  would  clearly  be  a 
boon  to  our  tourist  economy. 

Thank  you,  Mr.  Bilbray.   I  look  forward  to  continuing  to 
work  with  you  to  promote  this  important  area  of  Nevada's  economy. 
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